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We seek to have all our 
work bear the impress not 
only of unusual advertising 
craftsmanship, but of a com- 
petent understanding of the 
sales situation with which 
it is primarily concerned 


We have complete advertising organizations in both 
London and Paris, tor the service of clients doing 
business in the United Kingdom or on the Continent 
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But not a leaf jars loose! Not a page 
/ is torn! And the tough, flexible cover 
is hardly scratched. It's a Badger 
Binder and the reason lies in the Badger 
quality and the Badger special, patented, 
vise-back, sheet-holding device. 


The leaves can’t come out or tear. They 
won't detach except by intention. The 
worth of such an accident-proof binder 
to a hustling salesman is apparent. 


Badger Catalogue Binders represent a 
consistent whole. Good materials and 
expert workmanship give them beauty, 
insure endurance, make them easy to 
carry and to manipulate. And the many 
special features-—all patent-protected- 
make the Badger line distinctive. 


May we not have the opportunity to show 
you why Badger Catalogue Binders are 
best? Your inquiry incurs no obligation. 
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In addition to 
the many 
éood things 


which The Bulletin 
furnishes its readers it 
prints daily an excel- 
lent Sports depart- 
ment. If you want to 
sell sporting goods, 
equipment and sup- 
plies, it will pay you 
to advertise in The 
Bulletin. 


Philadelphia 
| nearly everybody reads 
| The Bulletin, 


Philadelphia 
families 


are making their plans 
for their summer out- 
ings, and proprietors 
of summer resorts and 
Summer Boarding 
places can bring their 
merits before practi- 
cally every family in 
Philadelphia through 
one newspaper—The 
Bulletin. 


“In 
Philadelphia 
| nearly everybody reads 
The Bulleti 


DOMINATE PHILADELPHIA 


Create maximum impression at one cost by concentrating in the 
newspaper ‘‘nearly everybody”’ reads— 


The Bulletin 


Net paid daily average circulation for March, 502,354 copies a day. 
The circulation of The Bulletin is one of the largest in America. 


Published and Copyrighted 1922, by the Dartnell Corporation, 1801 Leland Ave., Chicago, Ill. Subscription price $3.00 a year in advance. 
Entered as second class matter March 12, 1919, at the Post Office at Chicago, Ill., under act of March 3, 1879. 
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Subscription Rates: Single copies, 25 cents. 
Yearly subscription payable in advance, $3.00 any- 
where in the United States or its possessions; 
$3.25 in Canada, and $3.50 in foreign countries. 
Six months subscriptions, $1.50. When three or 
more subscriptions are ordered at once by the 
same concern a special club rate of $2.50 per year 
for each subscription applies. 


Renewals: Subscriptions are promptly discon- 
tinued upon expiration. Readers desiring to keep 
their files complete should renew promptly. Back 
copies cannot be supplied when subscriber fails 
to notify us of change of address. 


Bound Volumes: a bound editions of Vol- 
ume One and Two have been sold. A limited num- 
ber of sets of issues comprising Volume Three 
(Oetober 1920 to September 1921) have been bound 
in heavy buckram and lettered in gold. The price 
of these volumes is $6.00 each, postpaid. 


News Stand Copies: This magazine is not 
generally sold through news dealers. Copies can 
usually be secured, however, after the first of the 
month from the news stands at leading hotels, 
railroad stations and book stores in the larger 
cities. 


Advertising Rates: Full page advertisements 
facing reading, run of paper, $60.00 per insertion. 
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column, $22.50; $3.50 a column inch. Classified 
advertisements, 25e per line of seven words. 


Closing Dates: First forms close on the tenth 
of the month. Final forms, fifteenth of the month. 
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preceding date of issue. To secure proofs of ad- 
vertisements, copy must be in our hands not later 
than the tenth. 
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The New MUL7IGRAPH Pays for Itself 


0 150% 


$30°° Down 
and . 


Monthly 
Payments 
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“We are pleased with the record of our 
Multigraph Department,’’ says the Virden Packing 


Company of San Francisco, which has become a real factor in the 
western packing industry in the past two years. ‘‘We take pleasure in show- 
ing our department, and in telling of the results obtained, to every visitor. 


‘‘The value of the Multigraph 


is inestimable. Through its use we 
are able to keep in close touch with our 
dealers. We back up our salesmen with let- 
ters to their trade, open up new accounts, 


increase sales to present accounts, and 
regain the business of accounts that have stopped 
buying. We reduce our selling resistance, thereby 
lowering our selling costs. 


‘*A letter campaign on hams at 
Thanksgiving sold 11,020 pounds in 


addition to regular volume. A campaign 
conducted through a Supplementary Price 
List sold 119,555 pounds of Camp Fire 
pure lard in eight days. 


‘Although 1921 was considered 


a poor year by some concerns, our 


The two-roll Printing Ink Attachment, easily m 
and quickly attached to the New Multigraph, Multigraph Users 


sales increased over 47% and our selling ex- 
pense was lower than that of the previous year.”’ 


There is room for only a brief 


reference to that part of the letter 
which describes how the Multigraph has 
saved as well as earned for this business. 
The facts are that in a single year savings 
have been sufficient on printing alone to 


pay the complete cost of large equipments 
used, as well as all salaries and charges, and to show 
a net profit of over $100.00 per month. 


The point rs that the Multigraph 


leries no taxes on present income. 
It fits even the smallest business needs, 
and it is a sales aid that no business regard- 
less of its size, ought to deny itself: And 


the price of the New Multigraph puts it within reach 
of every business there is. 


Multigraph Uses 


The Multigraph Type- 
setter holds the type in 
three banks, from which 
it can be rapidly re- 
moved by means of a 
special com posing fork. 


This is the New Mul- 
tigraph, equipped for 
turning out typewritten 
letters, forms, etc. See 
list of suggestions below. 
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$35.00 additional. 


Agencies Grocers Bulletins Special Notices 
Bakers Hotels Circulars Mailing Cards 
Banks Jewelers Credit Slips Notices 
Brokers Laundries Folders Envelopes 
Builders Libraries Enclosures Post Cards 
Churches Lodges Form Letters Sales Letters 
Clothiers Opticians Memo Pads Stickers 
Dairies Packers House Organs Tags 


Druggists Publishers Shipping Notices Wrappers 
Electricians Schools, etc. Delivery Slips Bill Heads 


Oh, you do need the New Multigraph! / 


Send that coupon this minute ! /  =<3] THE AMERICAN MULTIGRAPH SALES CO. 
i :"1 1806 E. 40th Street 
Cleveland, Ohio 


Fill 7 L Ae Lou [FI OT7 a I would like to have someone show me 


and Self Yourself a the New Multigraph, and explain its 


possibilities in the ________ business. 


MULIILGRAP!7 | 


(i Town______ State ___8. . June 
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Number Nine 


Why We Changed Our 


By R. J. Strittmatter 


Bonus Plan 


Secretary and Sales Manager, Apex Electrical Distributing Co. , Cleveland 


This article is the reaction of a sales manager of the “builder” type, to a plan advocated by a sales 
manager of the “engineering” type in the May issue of “Sales Management” entitled: “A Bonus 
Plan that Rewards Economy.” In this article Mr. Martindale, the author, contended that sales 
costs can best be reduced by a plan that shares the savings with the salesmen. Mr. Strittmatter, 
writing out of a recent experience with such a plan, differs with 


F sales cosi 
today is giv- 
ing sales 

managers the 
nightmare and 
directors of the 
board delirium 
tremens, is it 
“cost” that is re- 
sponsible, or is 
it “sales?” We 
must agree that 
cost is directly 
related to sales. 
If our costs are 
too high, then it 
must be because 
our sales have 
dropped, and our 
overhead has 
remained where 
it was under an increased volume of 
business. The problem, then, is very 
simple. Our sales must either be in- 
creased to meet the selling expense, or 
the expense must be cut to meet the 
sales. 

Aggressive business concerns under 
this condition would reorganize their 
selling forces to the point where their 
expense was brought down to the point 
where they would at least break even on 
the volume of business they were get- 
ting, and make a tremendous effort to 
bring up the volume in order to show a 
fair return on their investment. 


Making Money By Spending It 

The problem, therefore, is increased 
sales. Any bonus plan should be calcu- 
lated to accomplish this result. Sales 
seems to be the first and foremost con- 
sideration and any company that cannot 
regulate its expense of selling, provided 
it has a reasonable volume of business, 
has a most important cog in the organi- 
zation that is not functioning. 

In our business we have tried the 
bonus plan that endeavors to reward 
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economy, and we have found that it ac- 
complishes the wrong result. Now we 
have instituted, and have had in effect 
for a number of years, a plan that re- 
wards sales production, and keeps the 
minds of our representatives focused on 
sales rather than on expense. The ex- 
pense of the territory is absolutely reg- 
ulated from the home office, in accordance 
with a definite plan. 

Before outlining this plan of operation, 
it is necessary to, first of all, appreciate 
that business is a gamble. In saying this 
I realize very well that I am laying my- 
self open to considerable argument from 
men whose religious convictions are 
developed along the wrong line. 


Ninety-five Percent Returns on Letter 


This recalls to mind an incident of a 
similar nature that happened quite a few 
months ago. We were endeavoring to 
correct our weekly sales letter mailing 
list, and in order to bring back the great- 
est number of replies, I inserted a per- 
sonal appeal of this nature: 

“T have just placed a wager with a 
man in our sales department that this 
appeal for your reply will bring 95% 
returns. Help me win this bet.” 

This appeal brought tremendous re- 
turns,—#in fact better than 95%, and 
along with it a reply from a dealer-in a 
small town in Indiana, who was evi- 
dently a dean of good standing in his 
community, but he added the postscript: 
“T believe that gambling is something 
that should absolutely be eliminated 
from business.” 

3usiness is a gamble. We cannot get 
away from that fact, but, gambling of 
this sort greatly differs from playing 
Morvich across the boards at Churchill 
Downs, wagering our all on a full house, 
or placing a stack on an individual num- 
ber at Roulette. There we gamble on 
chance. In business we gamble on our 
judgment. The individual with the best 
judgment, providing he is willing to back 
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that conte ntion. 


it with his resources, is the 12 ) 
comes out on top. 

if business, therefore, is gambling o1 
our judgment, and our judgment is good, 
we win—if our judgment is poor, we 


lose. So, we come to the point that the 
selling plan must so operate as to per- 
mit us to use our judgment, and be able 
to back it with our resources. 

And that is exactly where the bon 
plan that rewards a salesman for econ- 
omy, falls down in our particular busi- 


ness. The plan in itself sounds very 
logical, but we found through actually 
trying this, that it handicaps sales, 
although it does accomplish the thing 


that it apparently is designed to accom- 
plish, viz., keep the sales cost within 
proper limits. 

There is no argument on the score that 
sales costs must be kept within certain 
limits, but, to my mind, the plan that 
handicaps sales while it is accomplishing 
this result, is a plan that we cannot 
afford to continue, at least, in our partic- 
ular business. 

So, we have changed to the plan which 
accomplishes the same result on cost 
without handicapping sales, and which, 
on the contrary, helps us to develop our 
business in every territory to the maxi- 
mum extent. 


Keep Salesman’s Mind on Sales—Not 
Expense 


Under the arrangement that sets a 
flat 10% or any other given per cent, 
and rewards the man in charge of the 
territory for any economies that | 
might effect below the limit set, focuses 


the man’s attention on his expenses mor 
so than on his sales. This, we found nh 
our business, actually prevented in mam 


instances a representative from doin: 
development work that he really shoul 
do, and that we felt it was good business 
for him to put in. As an illustration of 
this, I cite the following example: 

At the beginning of 1919 we instituted 
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this plan at a time when business was on 
the incline. As every man knows, sales 
during that year mounted beyond every 
one’s expectations. In one particular ter- 
ritory that we started out to develop, our 
sales began to mount until they had mul- 
tiplied themselves by twenty and the 
selling cost in that territory had been 
brought down lower than we had ever 
dreamed of. With this volume of busi- 
ness, and, becoming better established, 
we felt that additional man power should 
be added to tie our business in closer, 
and still further develop. However, the 
man in charge of this territory was 
working on the flat percentage of bonus 
plan, and his remuneration came from 
the saving below this flat percentage that 
he accomplished. 

The result was that during that year 
we were prevented from doing develop- 
ment work that we could well have af- 
forded to do, and which would have 
insured a bigger volume of business from 
the territory the succeeding year. 

This same thing was experienced with 
good men in other territories. Such a 
plan means that you are asking a repre- 
sentative to gamble with his own money 
in many cases and back your judgment 
in the matter, when his own judgment is 
that he does not care to take a chance. 
A great many times he has not the vision 
and cannot possibly have the general 
conception of the business that is had at 
the home office. 

So, the following year we switched to 
this new plan, which is working out so 
well that in 1921, which was an admit- 
tedly bad year in many businesses, we 
were enabled to put our business over to 
the tune of a greater gross volume of 
business than any previous year in the 
history of our company. Under this plan 
it has also been possible for us during 
the first four months of this year to 
show better than a 150% increase over 
the first four months of last year. 


Basing Budget on Anticipated Sales 


The plan that is working out so well is 
simply the plan of basing our representa- 
tives bonus and earnings absolutely on 
the volume of business that he turns in, 
regardless of what it costs him to secure 
this business. This rewards him for the 
effort that he puts forth, and leaves the 
matter of expense absolutely to be regu- 
lated from the home office. The way it 
works is simply this: 

At the beginning of each year, we make 
a complete analysis of the entire United 
States and Canada. We review the entire 
situation for the past year, and establish 
our total selling expense for the coming 
year based on the volume of business 
secured during the past year. 

It is always reasonable to assume that 
we will at least secure the same business 
the coming year that we did in the pre- 
ceding, since our aim is to so regulate 
our selling effort as to show a substan- 
tial increase. 

So at the beginning of the year we 
determine on this basis the total selling 
budget. We break this up into direct 
selling expense, general sales expense, 
advertising expense, and general admini- 
strative expense. This covers the entire 
selling overhead, but not the manufac- 
ture. We consider the selling absolutely 
separate from the manufacture. 
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Now, knowing what our total selling 
budget is, we go over every territory 
carefully, and so split up our permissible 
expense in each territory for the coming 
year as to give us sufficient money to put 
the producing territories over for an in- 
crease, and at the same time allow us to 
do the greatest amount of necessary mis- 
sionary work in the territories that are 
not producing their proper quota. 

So, on this basis we have a budget now 
set up for every territory in the country 
that permits us to put forth the maxi- 
mum amount of sales effort in every ter- 
ritory. We do not expect the sales ex- 
pense in every territory to be uniform. 
The plan which accomplishes this, is a 
plan which will not permit the proper 
development of the territory. 

We may, for instance, permit a certain 
territory 20% because of competition and 
because of the introductory work that is 
necessary to do during the coming year 
in order to properly develop our business. 

On the other hand, another territory 
may be limited to 1%. One offsets the 
other, and brings our total budget to the 
average percentage that we are endeav- 
oring to arrive at. Every item of direct 
selling expense including salaries, travel- 
ing, outside offices, stenographic help in 
such offices, telephone, telegraph, etc., 
comes through the sales department and 
is recorded before it passes on to the 
accounting department for payment. 


Every Man Knows What His Expense 
Should Be 

At the end of the month an analysis 
sheet is drawn off showing the total vol- 
ume of business secured in each territory, 
the itemized expense, and what percent 
this expense holds to the total business 
of that territory. Each man in charge of 
a territory knows what his expense 
should be. The analysis of business and 
expense is sent to him each month, and 
he continually knows exactly what his 
volume of business is, and what percent- 
age his expense holds to this business 
each month throughout the year and 
cumulated to date. 

If the selling expense in a certain ter- 
ritory is too low, and, we feel that by 
increasing our expenditure in the way of 
increased man power, or in other ways, 
a greater volume can be secured, then we 
recommend to the man in charge of the 
territory, that this additional expense be 
put in. If the expense in the territory is 
too great, then it is either a question of 
cutting down some of this expense, or of 
getting a greater volume of business, but 
the point is that the matter of expense is 
absolutely regulated from this office. The 
budget for each territory is pre-deter- 
mined. At the end of each month we 
know what it actually has been. On the 
first of each month we can increase or 
decrease the expense in any given terri- 
tory as conditions warrant. You will 
appreciate from this that the plan is so 
flexible that changes to suit conditions 
can be made at almost a moment’s notice. 

The man in charge of the territory is 
not paid a percentage of the saving in 
expense that he might make, but he is 
paid a fiat percentage on the volume of 
business that he secures. The expense is 
regulated absolutely from this office, and 
we endeavor to focus his attention 
strictly upon sales. 
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I have found that this plan accom- 
plishes absolutely what it should in our 
sales organization, but permits us to ab- 
solutely regulate our selling cost without 
detracting the salesman’s attention from 
his biggest and foremost problem, which 
is—sales. It permits us here at the home 
office to gamble on our own judgment 
without any handicaps whatever, and 
this, to my mind, is what any selling 
organization to succeed, must have the 
privilege of doing. 

Just as an illustration of how this 
works, our direct selling cost so far this 
year has been less than 5%—to be exact, 
it is 4.8%. This, in view of our method 
of distribution, is truly remarkable. 

Now, considering this figure, bear in 
mind that our sales expense in certain 
territories right at the present moment 
is above 20%. These are the territories 
that we are gambling on—investing our 
money to back up our judgment in be- 
lieving that the expenditure we are mak- 
ing in those territories this year, will 
bring us big returns in the months and 
years to come. 

In one small territory in Norfolk, Va., 
last year we lost money every month. 
The manager in charge of that particular 
territory had secured a remarkable vol- 
ume of business when Norfolk during 
war times was booming. The shipping 
yards and boys in training had greatly 
increased that territory’s population, and 
things in general were booming. When 
conditions again began to right them- 
selves, and the reconstruction period be- 
gan, Norfolk’s inflated population dropped 
away, and to put this territory over at 
a profit required real hard work. The 
man in charge of this territory was un- 
able to accustom himself to the new con- 
ditions. He simply saw the many reasons 
why business could not be secured, in- 
stead of the many reasons why it was 
possible to secure business even in hard 
times. 


A 200% Sales Increase 


Throughout 1921 we received nothing 
but alibis from the territorial manager 
and red figures from the accounting de- 
partment in that particular territory. 
Instead of pulling stakes, eliminating our 
expense and letting the territory go to 
pot until conditions righted themselves, 
as was recommended several times—we 
replaced managers on January list and 
again gambled that our judgment on that 
territory was right—that there was busi- 
ness to be had and that it could be se- 
cured under the proper selling methods. 

The new manager went down to Nor- 
folk knowing its past record—knowing 
it was a difficult territory and that it 
would require real aggressive work to 
put it over. The four months he has been 
on the job he has increased the business 
in that territory practically 200% and 
has shown a profit on that operation 
every month under his managership. 

And so, we cannot get away from the 
fact that it is absolutely necessary to 
gamble on our judgment in business. Any 
plan must be so designed as to permit 
the home office the free use of this gam- 
bling privilege. The plan that requires 
the other man to gamble his money on 
your judgment defeats its purpose. 
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Clown Salesmen Rigged up in Circus Suits and Headed by a Brass Band Took part in. the Big Parad: 


400 New Accounts in Five Months 


How Axton-Fisher Stocked 85 per cent of All the 


Dealers in Chicago with Clown 


WITCHING salesmen from one terri- 

tory to another every two weeks, 

dividing a great city market into 
zones and combing each zone with a fine 
tooth comb for every ounce of business, 
spectacular devices for arousing con- 
sumer interest, intelligent sampling and 
an amazingly small advertising appro- 
priation are some of the high spots in a 
whirl-wind campaign that has _ put 
“Clown” cigarettes in ninety per cent of 
the desirable stores of Chicago, and cre- 
ated an army of consumers in the same 
territory numbering no less than 30,000 
persons. All this has been done in less 
than five months! 

The campaign is particularly interest- 
ing from the standpoint of what inten- 
sive sales work can do when it is remem- 
bered that Chicago has been the grave- 
yard for many promising cigarette 
campaigns. So much so in fact that it 
had become almost a settled conviction 
among the fraternity that to attempt to 
break into this market with a new brand 
of cigarettes is to invite disaster. It 
simply can’t be done! And that is what 
the wiseacres told the Axton Fisher 
Tobacco Company, when their crew of 28 
men and a sales manager arrived in 
Chicago in December 1921 with the 
avowed intention of putting Clown Cigar- 
ettes on the market. “Putting a brand 
of cigarettes on the market in Chicago 
requires enormous capital, extensive ad- 
vertising, and endless detail work with 
the dealers” said those who were sup- 
posed to know. Everyone counseled 
against the undertaking. 

Even the merchandising men in charge 
of newspaper advertising departments 
advised against advertising. This is in- 
teresting, because some manufacturers 
are prone to discount the statements 
made by merchandising men connected 
with newspapers on the ground that these 
gentlemen become too easily enthusiastic 
over the prospective selling possibilities 
of any new brand, provided it is to be 
advertised. But the experience of the 
Axton-Fisher people would indicate that 
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the newspapers will advise against ad- 
vertising as readily as for it, if, in their 
opinion the advertising will not strike 
pay dirt. 

“Our first work in our Chicago sales 
plan,” said O. H. Gore, who is in charge 
of the Chicago campaign, to a Dartnell 
representative, “was to secure large sec- 
tional maps of Chicago. Locations of 
licensed cigarette dealers were indicated 
on these by tacks. Then the sales force 
started out. A system of tacking the maps 
was adopted so that the exact status of 
every store could be determined from a 
glance at the map. Dealers are indicated 
by a yellow tack until they have purchased 
at least one order of cigarettes. Dealers 
who purchase the second shipment and 
who are enjoying some trade on Clown 
Cigarettes are indicated by another tack, 
while a dealer who tells us that Clown 
Cigarettes are his third best seller is 
indicated on the map by a different col- 
ored tack. Thus we have a constant check 
on the condition of every territory in the 
city, simply by watching our maps and 
keeping them up-to-date.” The writer 
looked at a map of a goodly portion of 
the district known in Chicago as the 
“west side’ and found only six yellow 
tacks, which reveals that only six recog- 
nized cigarette outlets were at the time 
without Clowns. A number of stores were 
tacked up with tacks the color of which 
indicate that Clowns were second or third 
best seller. 

Mr. Gore attributes much of the suc- 
cess to the aggressive manner in which 
they have made use of the facts, as re- 
vealed by the maps made up from the 
salesmen’s reports. Suppose there is a 
dealer in a strategic location who refuses 
to stock Clowns. He has been stung on 
any number of new brands, and has 
sworn off until he feels a genuine demand 
for them. 

After the first salesman reports a call 
on this dealer the location is marked by 
a yellow tack which remains there until 
the dealer is sold. If the first salesman 
fails to get an order, another salesman 
is sent out, if he fails perhaps a woman 
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will try her hand at selling the gentle- 
man, and if she fails then it is the sales 
manager’s time to show his skill. We 
keep right on following him up until he 
is sold. 

“Any salesman who has any person- 
ality,” says Mr. Gore, “can soon establish 
what I call a milk route. That is, he can 
get on a friendly basis here and there 
with a few dealers who will push his 
product. After about the third time 
around the territory he is depending 
upon his ‘milk route’ rather than build- 
ing up new dealers, and constantly 
adding new trade. In order to prevent 
this, we don’t allow a man to remain in 
the same territory, here in the city of 
Chicago, more than two weeks. 

“In this way we keep a man on his 
toes. He is constantly following 
other salesman—he always has before 
him some other salesman’s record to 
break, and if he has an ounce of pride 
he will exert his utmost effort rather 
than make a poor showing in comparison 
with his predecessor.” 

Sampling is playing an important part 
in bringing Clown Cigarettes to the at- 
tention of Chicago smokers. A crew of 
twelve trained samplers are constantly 
at work in Chicago. The business of 
sampling is given just as careful atten- 
tion as is given selling. No prospective 
Clown smokers are stopped on the street, 
because to stop a busy man on the street 
and hand him a sample package of cigar- 
ettes means that you have not received 
his attention. 

“We insist that each sample of Clown 
Cigarettes goes only into the hands of men 
who have been told of their quality and 
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where he can secure them, as well as 
other facts which our sampling crew 
dwell upon. It is very easy to waste 
samples. We have been forced to dis- 
charge a number of salesmen for no 
other reason than that they have been 
careless with the sampling. We would 


prefer that a.salesman or sampler take 
more time in thoroughly selling a smoker 
on Clown, than to secure a new dealer. 
One enthusiastic smoker may get us sev- 


JUNE, 1922 


whose. stock 
become an 


eral dealers—one dealer 
doesn’t sell rapidly may 
enemy.” 

Posters, store cards, car cards, and 
posters along the elevated lines comprise 
the only advertising that has been done 
to date, although it is planned to make 
use of other mediums in the near future 
-—newspapers and billboards will be used 
liberally according to the information 
given “Sales Management.” 

When O. H. Gore claimed to your rep- 
resentative that Clown Cigarettes en- 
joyed a 90% distribution all over Chicago 
he was frankly skeptical. He was inclined 
to think that perhaps Mr. Gore’s infor- 
mation was based on a canvass of loop 
stores, or a district where the union label 
has an overwhelming influence. So the 
Dartnell man questioned an advertising 
manager of one of the local newspapers 
who had made investigations of his own. 
The newspaper man had representatives 
call on 456 stores. Many of these stores 
were what is known as cigarette “boot- 
leggers,” for the reason that they pay no 
license, but handle cigarettes after the 
fashion of some “soft drink parlors” who 
are known to deal occasionally in re- 


freshments boasting of far more than the 
legal 3%. Yet in spite of the “bootleg- 
gers,” on whom the Clown salesmen do 
not call, the newspaper representatives 
found a total distribution of 85% among 
these 456 dealers. Eliminating the “boot- 
leggers” who are not called upon by 
cigarette salesmen, it is easy to see that 
Clown enjoy at least ninety per cent 
distribution. 

The first efforts were merely to get a 
carton of cigarettes in the dealer’s store. 
No attempts were made to “load” a 
dealer. Cigarettes are more or less per- 
ishable, and the longer they are in stock 
the less chance there is for a smoker 
liking them, hence it would never do to 
stock up dealers unless the demand was 
sufficient to move them rapidly from his 
shelves. As fast as distribution was de- 
veloped in a district, the crew of sam- 
plers concentrated their work on points 
in that district which would show the 
greatest results. 

The record of sales since the first of 
the year is a testimonial to the quality 
of the product, and the practical manner 
in which the campaign was handled. The 
sales record just below shows a slow, yet 


consistent climb, and when we consider 
that the leading seller runs about 
50,000,000 per month, it seems to us that 
the Axton-Fisher Company has every 
reason to be proud of its success in 
the Chicago Market. The sales are as 
follows: 


January, 3,810,000. 
February, 3,800,000. 
March, 8,620,000. 
April, 12,000,000. 


Based on a consumption of 400 cigar- 
ettes per month per man, this shows that 
approximately 30,000 smokers have been 
“sold” by the Clown samplers, salesmen, 
or advertising. 

Chicago is not the only city that has 
been opened up. The Axton-Fisher people 
started making cigarettes about a year 
and a half ago. Kansas City was the 
first town to feel the drive. Next came 
St. Louis and the state of Missouri, with 
Cincinnati, Indianapolis, Louisville, Chi- 
cago and Milwaukee following. Okla- 
homa, Arkansas, and Illinois have also 
been almost completely covered. Zone by 
zone the distribution is being increased, 
by this intensive type of sales work. 


Forty Calls a Day Instead of Twenty 


HE proklem of getting the sales- 

men to do more Saturday work, 

make more calls, put in more win- 
dow and store displays, and maintain a 
more thorough distribution is being 
solved in Chicago by J. L. Kraft and 
Brothers Co. by the use of three “Adver- 
tising Cars.” 

The advertising cars are manned by 
salesmen who have shown marked abil- 
ity, both as salesmen and demonstrators. 
The cheese business in Chicago is prac- 
tically controlled by about forty cheese 
peddlers who work from wagons or 
automobile trucks, selling and delivering 
at the same time. These men are always 
in such a hurry to get to the next store 
that they have little, if any, time to 
devote to telling the grocer or delicates- 
sen men about the merits of any particu- 
lar brand of cheese. If the grocer says 
he needs Elkhorn or MacLaren’s Cheese, 
Kraft brands, Mr. Peddler delivers that 
kind. If he wants none, no effort is made 
to induce him to buy any. 

This condition makes necessary a force 
ef men constantly calling on the Chicago 
dealers, in the interests of the various 
Kraft brands. Every dealer in Chicago is 
visited at regular intervals, but what 
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salesman can carry with him a supply 
of the brand of cheese being pushed, in 
addition to window displays, signs, show 
cards, and decorative material? Any 
salesman might carry enough for one or 
two stores. But the average salesman 
calls on twenty stores a day. 

As an experiment the Kraft sales de- 
partment placed in use three small 
trucks and called them “Advertising 
Cars.” Since they have been in opera- 
tion the salesmen have averaged forty 
calls a day. In each car is carried a 
supply of several brands of cheese so 
that the salesman can secure the order 
and deliver the cheese at the same time. 
When a Kraft salesman makes a sale the 
peddler who ordinarily handles the deal- 
er’s business is paid the difference be- 
tween the jobbing price and the price 
paid by the dealer. In this way the good 
will of the peddlers is secured, and by 
supplementing his work in this manner 
Kraft sales and distribution are materi- 
ally increased. 

Sometime during the week each of 
these salesmen in charge of the advertis- 
ing cars arrange for a special demon- 
stration in some store for Saturday after- 
noon. After one o’clock on Saturday all 
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Kraft salesmen will be found in some 
grocery store demonstrating the Kraft 
Brands direct to the housewives. Per- 
manent demonstrators are maintained in 
several of the downtown department 
stores having grocery departments. 

In addition to doubling the number of 
calls the advertising cars have made pos- 
sible there is a vast increase in the 
amount of advertising matter displayed 
in the groceries of Chicago for Kraft 
Cheese. From three to five window dis- 
plays are made each day by the sales- 
men with the cars. This means a complete 
window trim, not just the placing of a 
lithographed cut out. Cards, small dis- 
plays, counter and shelf trims, and other 
advertising material are placed in each 
store visited by the salesmen using the 
cars. The cars standing in front of the 
grocery stores are like a billboard and 
have an advertising value in themselves. 

It is planned to equip the cars with 
refrigerators so that a larger supply of 
cheese may be carried by the salesmen, 
and while there are still other Kraft 
salesmen in Chicago who travel on foot, 
the success of the first three advertising 
cars points to a wider use in the very 
near future—both in and out of Chicago. 
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His Hobby Was Building Men 


By Eugene Whitmore 


Some Intimate Pen Sketches of the Late John H. Patterson 
Whom Alvan Macauley Credits with Having Devoloped More 
Able Business Men than any other Contemporary Employer 


O J. H. Patterson, whose death 
occurred on May seventh, we must 


give credit for exploding the idea 
that salesmen are born. It is extremely 
doubtful if there is a specialty sales or- 
ganization of over twenty-five men in 
the country which can boast a single 
member who has not worked for Mr. Pat- 
terson, or whose early training did not 
come from some former member of the 
National Cash Register Company selling 
force. More than that; the ideas, plans, 
and methods which, when he inaugurated 
them, were hailed as visionary, imprac- 
tical and unachievable, are now accepted 
as every day routine in the operation of 
a sales department. 

Mr. Patterson’s notable work with 
salesmen began as a result of a sales 
convention held in Dayton in 1892. Dur- 
ing the convention he attempted to draw 
out some of the men regarding their 
methods of presenting the cash register 
to prospects. He was chagrined to learn 
that practically none of the men could 
point to a single definite method of inter- 
esting a merchant in a register. None 
of them had any pre-arranged plan of 
selling, and few of them were able to 
intelligently cover half of the points Mr. 
Patterson thought necessary to bring 
out in selling a register. 

Visiting Fifty Towns in Fifty Days 

As a result of this questioning he held 
an examination of the salesmen. He was 
sorely disappointed, but not discouraged. 
During the convention he announced that 
another examination would be held next 
year. But a day or so later he changed 
his mind and decided to visit the branch 
offices and continue the examination. 

In company with a sales executive he 
visited fifty towns in fifty one days. 
Many of the salesmen were unable to 
come down to work on the day he arrived 
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in their towns. They had been “enter- 
taining” customers the night before, ancl 
were sobering up. In many instances Mr. 
Patterson attempted to have the sales- 
man sell him a register, Mr. Patterson 
acting the part of a customer. 

“Half of our salesmen would prevent 
a man from buying even though he de- 
sired a register,” said Mr. Patterson 
upon his return from this trip. “If our 
men would devote less time to drinking 
and smoking with customers, they would 
sell more machines. Excuses, nothing 
but excuses, excuses for not dressing 
better, keeping such slovenly offices, 
excuses for not selling more and excuses 
for not trimming the windows seemed to 
be all we heard. We need fewer excuses 
and more work.” These were some of 
his comments on the trip. 


Each Salesman Had His Own System 

Mr. Patterson was always eager to re- 
ceive suggestions from outside sources. 
During this trip he often engaged an 
elocutionist to instruct the men in speak- 
ing. Many of the men talked through 
their teeth. The elocutionist taught them 
to enunciate, and to talk clearly and dis- 
tinctly. An improvement was noticed 
after the trip, but many of the men re- 
fused to take Mr. Patterson’s advice and 
instruction seriously. 

During the World’s fair in Chicago 
The National Cash Register Company 
had an exhibit of their machines. 

Mr. Patterson was highly displeased 
with the way his salesmen attempted to 
explain the register. None of them used 
the same methods, every man covered 
different points, and every presentation 
was different from the one before. To 
overcome this lack of system he con- 
ducted a school for his salesmen during 
the fair. He thus started the idea of a 
standardized canvass. 
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Out of this school grew the idea of the 
N. C. R. Primer which was so widely 
criticised and ridiculed when it made its 
appearance. The salesmen were instructed 
to memorize the primer. They refused. 
They were instructed a second time. 
Again they refused to bother with it. The 
third instruction showed evidence of Mr. 
Patterson’s determination. The men 
were ordered to memorize the primer or 
resign. Men were sent to all branch 
offices to examine the salesmen to deter- 
mine whether or not they knew -the 
primer word for word. 

The idea was not to make parrots out 
of the men, but to so thoroughly impress 
upon them the various points to be 
covered that it would become second na- 
ture to give a thorough demonstration. 
Mr. Patterson said that the primer did 
more good than any other one thing he 
ever introduced into his organization. 

John H. Patterson recognized no diffi- 
culties, had no patience for excuses, and 
would accept nothing as a reason for not 
doing the things he ordered done. It is 
said that he went to work day after day 
at five in the morning and wrote down 
the things he wanted done that day. Most 
of the ideas had been jotted down during 
the night. Lee Counselman, who was for 
vears his private secretary, and later 
president of the Saxon Motor Car Com- 
pany said that it was nothing unusual 
to be called in the middle of the night to 
take notes on some idea Mr. Patterson 
had just thought of. 

So much has been said and written 
about him that we are inclined to take 
many of the stories told with a grain 
of salt, but everyone knows that he had 
a penchant for the unusual and the sen- 
sational. The idea that he made most of 
his decisions on the spur of the moment 
is perhaps unjustified. He had a knack 
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of getting the facts, and of seeing far 
ahead of the average man. It is said that 
he once devoted two days writing 250 
words of copy for a circular, requiring 
the entire time and thought of several 
officers of the company to help him write 
and revise the copy until it met his ap- 
proval. 

He had a passion for new ideas—he 
shed old traditions with a rapidity that 
astonished his associates. Once his mind 
was made up, nothing could stop him, 
and he had no patience with delays. He 
once decided that his employees did not 
appreciate a large dining room in which 
food was served at cost. That afternoon 
he gave orders that the dining room be 
converted into a riding academy. Several 
hundred men were put to work remodel- 
ing the building and the next morning 
instead of finding a dining room the em- 
ployees found a large number of people 
enjoying horseback rides, in the former 
dining room. 


Everybody Had to Ride Horseback 


At another time Mr. Patterson’s health 
was seriously threatened and he went in 
for setting up exercises and rigid diet- 
ing. With characteristic thoroughness he 
even fasted for thirty or forty days. 
From this he derived so much good that 
he wanted his employees to try the same 
plans. He encouraged horse back riding, 
even to the extent of buying the horses 
and furnishing the men with riding out- 
fits. Then he paid for a complete gym- 
nasium outfit for each man who would 
live up to a strict diet and take regular 
exercises under the supervision of a 
trained athlete. He sometimes went to 
extremes in forcing his ideas on his em- 
ployees, but invariably they were ideas 
that could well be adopted by everyone, 
regardless of personal opinions. No one 
realized more than he the average man’s 
weaknesses, hence his partiality for any- 
thing sensational, unusual, or: impressive 
when he wanted to get an idea over. 

He was a man of few words, but his 
lifelong hobby of “Teaching Through the 
Eye,” proved extremely efficient in illus- 
trating his ideas with more force than 
mere words. The annual conventions of 
salesmen are perhaps the most impres- 
sive business gatherings held in this 
country. Some of the pageants, and 
demonstrations would do credit to a cir- 
cus in point of numbers of participants, 
and to a New York Hippodrome produc- 
tion in cost. The writer witnessed one 
pageant in the famous N. C. R. school 
house where more than six hundred men 
were in view of the audience. Each man 
carried a large banner depicting an op- 
eration or a part of a cash register. One 
scene after another would be introduced 
at these conventions—one, a train of cars 
pulling out of the factory, the next a 
replica of two grozery stores, and before 
the grocery store scenes were out of view 
a moment a giant cash register fifteen 
or twenty feet high would be seen. 

He spared no expense in giving 
his employees the advantage of a broad 
education and knowledge of business. 
Time after time he has sent large bodies 
of employees on trips all over the coun- 
try to visit other large enterprises. 
Perhaps not more than half of the big 
things he did were directly connected 
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with the making or selling of cash regis- 
ters. His penchant for preventing dis- 
ease and raising the moral standards of 
his employees was so thoroughly worked 
out that a lecture which was originally 
prepared under his direction was used by 
the government in all army training 
camps during the war. 

He organized a lecture bureau during 
the war and sent many trained speakers 
over the country at his own expense to 
lecture on war work. His moving picture 
demonstrations and lectures on_ retail 
merchandising have been witnessed in 
thousands of towns and cities, by many 
thousand business men. 


Some Patterson 
Trained Men 


E. S. JORDAN 
President, Jordan Motor Car Co. 


HvuUGH CHALMERS 
Founder, Chalmers Motor Car Co. 
HARRY FORD 
Former President, Saxon Motor Car Co. 
LEE COUNSELMAN 
Former President, Saxon Motor Car Co. 
R. H. GRANT 
President, Delco-Light Co. 
H. O. LAUVER 
Treasurer, Burroughs Adding Machine Co. 
HENRY THEOBALD 
President, Toledo Scale Co. 
ALVAN MACAULEY 
President, Packard Motor Car Co. 
JACOB OSWALD 
President, Roto-Speed Mfg. Co. 
FRANK WAGNER 
President, Monarch Engineering Co, 
CoL. E. A. DEEDS 
Former President, Deleco-Lizht Co. 
WILLIAM PFAUM 
President, Burke Mfg. Co. 
CHARLES F. KETTERING 
Vice President, General Motors Corp. 
E. E. BURKHART 
Former Mayor of Dayton, Ohio 
THOs. J. WATSON 


Pres. Computing-Tabulating-Recording Co. 


WILLIAM CHRYST 
General Motors Corporation 


For many years the N. C. R. plant has 
been a mecca for business men from all 
over the world who were in search of 
new ideas. 

No N. C. R. salesman ever has a 
chance to rest on his laurels. Some new 
idea is injected into sales work every 
month: One month the sales will be 
complimentary to the president, the next 
to the factory employees, the next month 
the sales manager and the factory man- 
ager will run a race of supremacy, to 
see which department will outstrip the 
other. The flags over the plant are 
raised in honor cf the first salesman to 
make his quota each year. It was his 
original idea to impart a thorough un- 
derstanding of the salesman’s work to 
all employees in the factory, just as he 
was the first man to introduce the idea 
of having the salesman know how the 
product was made by spending time in 
the factory. 

“Sell the functions of the cash regis- 
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ter” was a favorite slogan of Mr. Patter-. 
son. To illustrate this idea thousands ot 
pictures and demonstrations have been 
made to get the idea over in its simplest 
form. Few commercial photographers 
have the equipment to be found in the 
photographic department which is a part 
of the N. C. R. sales and advertising 
department. Pictures of every activity 
were constantly being made. Every meet- 
ing, gathering or demonstration of any 
importance was recorded by the camera. 


He was lavish in his expenditure of 
money to inform the salesmen of what 
was going on in the plant. The N. C. R. 
weekly never goes out with less than sev- 
eral hundred dollars worth of pictures, 
photos, or drawings. Instead of printing 
a list of large department stores who use 
N. C. R.’s he would print a gigantic 
circular showing pictures of these stores. 
Instead of a rambling, wordy article of 
salesmanship in the weekly, we find arti- 
cles like this, “Fifteen Reasons Why It 
Pays to Get a Receipt,” followed by fifteen 
short paragraphs, each one numbered 
and with a circle around the figure. 

“Use simple words and short para- 
graphs,” are the instructions to be found 
on large placards in all departments of 
the business where, letters, circulars, or 
booklets are being written. Few men 
could write advertising with forcefulness, 
simplicity or directness enough to please 
Mr. Patterson. 

The success of his gigantic business 
enterprise is proof enough of the sound- 
ness of his ideas, radical as they some- 
times seem to outsiders. We have a still 
greater proof. Alvan Macauley, once an 
N. C. R. employee and now president of 
the Packard Motor Car Company said, 
“T believe Mr. Patterson developed many 
times more able business men than any 
other contemporary employer. The truth 
of this statement can be verified in any 
city in the United States, and by the list 
of big men, in another column of this 
issue. Of course this list is far from 
complete, we all know, yet in itself it 
shows that the death of John Henry 
Patterson claims a man whose influence 
on American business will never die. 


Hunt Heads Sample Men’s 
Association 


W. H. Hunt of Wheeler & Motter Mer- 
cantile Company, St. Joseph, Mo., was 
elected president of the National Sample 
Men’s Association at its ninth annual 
convention held in Louisville, May 15th 
to 17th. Other officers elected were vice- 
president, Henry Moehring of Goll & 
Frank Co., Milwaukee; and H. W. Yates 
of Hibben, Hollweg & Co., Indianapolis; 
Secretary, J. W. Hamilton Finch, Van 
Slyck & McConville, St. Paul; treasurer, 
Briant Sando of the Sando Advertising 
Company, Indianapolis. “Traveling by 
Automobile” came in for heavy discus- 
sion after an interesting talk by A. L. 
Davenport, sales manager of Burnham- 
Stoepel & Company, Detroit. The asso- 
ciation is preparing a model sample 
trunk containing new systems for cut- 
ting down weight of baggage and cost of 
preparing samples of merchandise for 
salesmen. 
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Where Do Good Salesmen Come From? 


By L. G. Andrews 


Employment Manager, Jones and Laughlin Steel Co. 


This is the second article that we have published based on personnel experiments conducted by 
Carnegie Institute of Technology in an endeavor to reduce the mortality among salesmen, par- 
ticularly life insurance salesmen. The other article appeared in the January 1922 issue and was 
entitled “A Grading System for Picking Men.” 


OES the previous occupation of a 
ID prospective salesman predict in 

any measure his selling success 
for any given line? The importance of 
this problem has been greatly minimized, 
for although sales managers and others 
who employ salesmen have had certain 
impressions with regard to the best 
sources from which to draw salesmen, 
they have in general been prejudiced by 
experience with a few very good or very 
poor men, whom they have drawn from 
some particular field of business. They 
have given little consideration to the 
question of whether they were taking a 
greater risk in hiring an individual from 
one class than from another. 

A specific study along this line would 
be exceedingly valuable for two reasons: 
(1) If salesmen chosen from some occu- 
pations are almost sure to succeed, while 
those chosen from other occupations are 
almost sure to fail, an employer can 


span of life than the latter. 

Looking at the problem of selecting 
salesmen, much as the actuary ap- 
proached and solved his problem of de- 
ciding which were the best risks for life 
insurance, the Bureau of Personnel 
Research has been analyzing the produc- 
tion figures of salesmen in a certain firm 
and classifying these figures to establish 
the relative fertility of various sources 
of supply. 

The material in this article is illustra- 
tive of the method followed in making an 
analysis and shows also how the bad 
risks in one agency’s program of selec- 
tion were brought to light. The procedure, 
briefly, was to classify the salesmen ac- 
cording to the occupation from which 
they were drawn and then to fix each 
salesman’s rank on a chart according to 
his productivity and length of service 
with the company. These two measures 
of the salesman’s value were taken be- 


his particular line and which were bad. 
Each circle stands for one salesman. The 
names along the side show the pre- 
vious occupations of the agents within 
the company. The figures at the top 
of the first block represent the average 
(proportional, not actual) yearly earn- 
ings of each salesman during his term of 
service. Thus those in the first column 
were the lowest producers, those in the 
second row produced twice as much as 
those in the first, and those in the top 
row produced fifty times as much as 
those in the first. 

The heavy bars down the columns are 
the “medians” (middlemost cases) repre- 
senting the “expectancy” of the group. 
This means simply that half the indi- 
viduals in any one group fell below the 
production indicated opposite the bar, 
and half produced above it. For example, 
in the number of salesmen drawn from 
the third group—clerks—ten earned less 


reckon his risk when he chooses his cause the high producer is the one every than $400 per year, and ten earned above 
agent, and (2) if certain sources are’ sales manager wants to get provided he that. The distribution or scattering with- 
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from his observation and impressions, 
but from the cold facts embodied in mor- 
tality tables. He showed them, for in- 
stance, that the office man was a better 
risk than the farmer. Not that every 
office man would live longer than every 
farmer, but that in more than fifty per 
cent of the cases the former had a longer 
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soon be replaced. Therefore the sales 
manager takes the least risk if he can 
determine upon a group whose members 
rank high in production and who at the 
same time stay with the company. 

The accompanying chart shows how 
one sales manager was enabled to see 
which classes of prospects were good for 
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the company, and in the same way the 
bars down the columns represent the 
expectancy in terms of service. For 
example, in the first column, with ref- 
erence to laborers, fourteen dropped out 
after the first year and and a half, while 
the other fourteen were scattered over a 
period of years up to twelve. 
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There is plenty of evidence in the chart 
to show that there is a tendency for pre- 
vious occupation to be a factor in a 
man’s future success as a salesman. Of 
the salesmen drawn from the laboring 
class, fourteen failed to earn $300 on 
the average during their years of service 
and fourteen left the employ of the com- 
pany within a year and a half after they 
were hired. Furthermore, of the four- 
teen who earned more than $300 a year, 
not one succeeded in earning more than 
$1000 per year. On the other hand, of 
the salesmen who had previously been in 
“business,” eight earned above $1500 per 
year and eight remained in service with 


the same company for eight years or 
longer. Sixteen of the men who had pre- 
viously been salesmen in another line, 
earned more than $2000 per year, and 
sixteen remained for ten years or longer. 
Moreover, in picking a man who has 
already been a salesman, the chances are 
only one in sixteen that he will fall into 
the lowest producing group and one in 
sixteen that he will quit the first year. 
On the other hand, in picking one who 
has been a clerk, the chances are three 
in ten that he will fall into the lowest 
producing group, and one in two that he 
will leave the firm the first year. But 
the most important evidence is found by 


Are Your dealers selling 
the other fellows goods? 


AVE you ever found 
“ 9 . 
your” dealers actively 
and aggressively pushing a 
competitor’s line? 


@ That’s a common state of 
affairs, but one often not 
suspected by manufacturers 
who have wide distribution. 


@ It’s a situation covered 
briefly in a book we would 


i) 


Have you suffered the shock of 
finding your goods sound asleep in 
retail stores you had counted yours? 


The Corday & Gross Co. 


Cleveland 
Effective Direct Advertising 


like to send you, if you hold 
a responsible executive 
position with an established 
business house. 


@ We will mail your copy 
of Promoting Sales at once 
—just tear out this page and 
have your secretary send it 


to us, clipped to your letter- 
head. 
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looking at the right columns of the first 
block.' Is there any significance in the 
fact that in the first six groups every 
square above $1500 is blank? What each 
and every manager is after is the high- 
powered salesman, and not a top-notcher 
is to be found in these first six groups. 
It is not necessary, in explaining the 
method of analysis, to go further into 
the details of the chart. Other points of 
significance will readily suggest them- 
selves. In several of the middle groups 
the sampling is perhaps too small to 
justify any definite conclusions. 

It must be borne in mind that the 
cases which are discussed represent only 
the men who were accepted by a success- 
ful sales organization. Nevertheless, 
these picked salesmen show clearly that 
to pick a recruit from certain occupa- 
tional groups multiplies the risk several 
times over. Again, it must be emphasized 
that this is illustrative material only. It 
is not presented with the idea of showing 
what are the best sources from which to 
recruit salesmen, but as a method by 
which any concern may develop another 
aid in selecting the salesmen best suited 
to its particular kind of selling. A firm 
interested in the distribution of a differ- 
ent kind of product might find that its 
good salesmen came from wholly differ- 
ent sources than those we have been dis- 
cussing. This fact only emphasizes, 
however, the need of analysis to see 
what are the best sources of salesmen 
for any particular product. 

No attempt is made here to analyze 
the causes of the differences in occupa- 
tional classes with references to sales- 
manship. These differences are partly 
due to the social status of the previous 
occupation, the opportunity to meet men, 
or the ability to make friends who would 
be of assistance in paving the way to 
sales. In general, however, it is because 
the favored occupations themselves se- 
lect out the men who have more of the 
qualities which enter into a successful 
salesman. 

All the procedure we have discussed 
seeks to do is to make clear the sources 
of supply on which to _ concentrate. 
Occupation is not here proposed as the 
final or only selective principle, but only 
as one aid. 


Parts of Program of Associated 
Advertising Clubs Convention 
of Special Interest to 
Sales Managers 


Edward F. Jordan, president Jordan 
Motor Car Co., will deliver a talk en- 
titled “How Do We Find Business—By 
Going After It?” Hon. E. T. Meredith, 
former Secretary of Agriculture, will 
speak on the relative value of the farm 
market, and F. K. Rhines, export sales 
manager of the General Fireproofing 
Company will speak during the sessions 
devoted to the Pan-American Associa- 
tion. 

O. C. Harn of the National Lead Com- 
pany speaks on “Clearing the Decks.” 

Other sales managers who will speak 
are J. B. Short of the Whitehead and 
Hoag Co., R. L. Whitton of the Thos. 
Cusack Co., Capt. John W. Gorby, Sales 
Promotion Manager of the Cyclone 
Fence Co. 
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How I Would Pick an Advertising 
Agent Were I a Sales Manager 


A Reply by the President of One of the Agencies 


During the war, and the seller’s market following the war, the controversy over the relations 
of an advertising agent was put aside for more pressing matters. With the return to competi- 


tive selling, and the growing demands of advertisers 


upon 


their agents, 


the discussion has 


broken out again with renewed force. There are many phases to the problem. It is not difficult 
for an advertiser, as evidenced by the article: “How I Picked An Advertising Agent” in the 


April issue, to enumerate the service he would like to have. 
question—several other sides to it, in fact. Some of them are cited here. 


discussed in subsequent articles by advertisers and agents. 


Y friend, the Sales Manager—all 
M wide awake sales managers are 

friends of mine whether they 
know it or not, for I am something of a 
sales manager myself, after an advertis- 
ing sort—so my friend, the Sales Mana- 
ger, who in the April number told your 
readers how he picked an advertising 
agent in my opinion had an unnecessarily 
hard time of it. 

He groped, he wasted time and money. 
His good, hard common sense made it 
inevitable that he should arrive, and he 
did arrive. He applied his sales logic to 
the problem and finally enunciated some 
excellent principles of choice, but in order 
that “Any number of concerns which ought 
to advertise to the public,” according to 
his statement, may not have to plow 
through as many difficulties, as he did 
before they get hold of the advertising 
agency they want, I should like to offer 
a few suggestions about choosing an ad- 
vertising agency. 

First Steps in Selecting Agent 

First. Mr. Sales Manager, and now I 
am talking to you as a representative of 
all your tribe, you ought to know the 
general qualifications of advertising 
agencies yourself, independently of any 
advertising manager who may _ serve 
under you. You ought to know how to 
check up in advance the recommendations 
of your advertising manager, and when 
he tells you, as yours did, that a certain 
group of men are “Dam fine fellows, all 
of them” you ought to be able to size up 
the matter yourself even though these 
fine fellows do handle the “So and So” 
account. 

You finally found the advertising 
agency yourself, after you had humili- 
ated your Advertising Manager by prov- 
ing his judgment superficial in a costly 
jest. You ought to have known it to be 
superficial as soon as it was given. So 
then, Mr. Sales Manager, you ought to 
be competent to choose an advertising 
agency all alone because advertising is a 
great big salesman in itself and you are 
a Sales Manager and any man, or ani- 
mated machine like advertising, that can 
sell goods, ought to be a matter of 
familiar knowledge to you. Not that you 
should choose your advertising agency 
yourself, but that you should be compe- 
tent to do so and then you ought to 
choose one through your Advertising 
Manager in such a way as would make 
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him think that he was doing it, of course, 
with your O. K. 

Second. You, Mr. Sales Manager, 
ought to know in what pasture advertis- 
ing agencies grow ripest and most per- 
fect in fruitage. How many Sales Man- 
agers know that there is an Association 
of Advertising Agencies, the members of 
which have done more to lift the stand- 


ards of advertising agency principles 
than any other one force? How many 
Sales Managers know the names of 


members of this Association? How many 
Sales Managers, where large interests 
were at stake, would employ a lawyer 
who had no standing before the Bar 
Association of his state or city? So the 
membership of our National Association 
of Advertising Agencies is a good place 
to go to find the right agency, Mr. Sales 
Manager, and you might have saved 
yourself some floundering if you had 
consulted that roster in the first place. 
These first two essentials settled, viz., 
a Sales Manager who knows how to 
choose an agency on his own initiative 
and one who knows in what group to 
plunge his selective hand, the rest is a 
matter of test:and detail. But I am quite 
well aware that in this article I may be 


setting down qualifications, principles 
and methods which may serve to start 
the education of some sales managers 


who have never before considered it a 
part of their job to be familiar with 
agencies and their work. 


Agency Must Supply Ad Managers 
Lack of Experience 

Third. Then, a Sales Manager who 
knows something of the business of ad- 
vertising may well employ a _ young, 
enthusiastic and none too experienced 
Advertising Manager, because he has him 
right under his eye and because he will 
engage an agency of proven experience; 
but let him be sure of the experience of 
his agency under such circumstances 
unless he wants to invite disaster, and 
if his appropriation is a large one, we 
would fervently pray from our viewpoint, 
as an agency, that he would give us 
the best advertising manager he could 
possibly afford, for a good salary paid 
to a competent Advertising Manager is 
money saved in the long run. 

But do you ask, how shall the agency 
prove its experience? Beside length of 
time in business and variety of accounts 
handled, the success of these accounts 
should be considered in proportion to the 
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But there is another side to the 


Other sides will be 


money spent in the 
average length of 
accounts have been 
agency. 

Fourth. An Advertising Agency to be 
worthy of choice should have a well 
earned reputation for thoroughness—an 
agency that will not attempt to write 
copy until all the valuable market facts 
have been gleaned from all sources 
where they can be secured; until these 
facts have been classified and thought 
through to conclusions which _ should 
shape the advertising policy. 

Fifth. Pick your agent with reference 
to his location to your office and factory. 
Find one near enough to you to keep 
contact sufficient to meet emergencies; 
that’s obvious, isn’t it, Mr. Man- 
ager? 

Sixth. Of course their experience must 
prove them able to express a client’s 
business in vigorous copy and truly illus- 
trative art in due proportion, the one to 
the other. 


advertising; also 
time that successful 
in the hands of the 


Sales 


Agency Finances Important 

Of course, they must thoroughly know 
media and know how to buy space to the 
advertiser’s advantage. 

Of course, they must be as free from 
prejudice as human minds can be in the 
selection of media, and hence must have 
no proprietary interest in the business 
of any client, or any engraver or any 
printer. 

Of course, they must keep thoroughly 
posted on trade conditions. 

Of course they must have free access, 
by agency recognition, to every possible 
class of media, magazines, newspapers, 
business papers, farm papers, outdoor 
bureau and street car service, wherever 
any advertising agency is accorded such 
contractural relations. 

Of course their merchandising 
for the dealers must co-ordinate 
their consumer copy. 

Of course, they must be able to soundly 
convince the trade of the common sense 
of the advertising campaign, as related 
to—himself, the dealer. 


ideas 
with 


Of course their financial responsibility 
must be proved by length of time in busi- 
ness as well as by present ability to 
finance their operations. 

Of course all these things, but all 
tnese things will not avail for satisfac- 
tion if two very essential qualifications 
are not carefully guarded. And the first 
of these, Mr. Sales Manager, you have 
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well stated yourself; very well stated, let 
me say for emphasis, so let me quote 
you: 

“One thing I noticed in talking to 
representatives of advertising agencies is 
the inclination to play up one or two big 

. stars in the organization. I turned all 
these agencies down cold, because I don’t 
want to tie up to an agency whose stock 
in trade is likely to vanish overnight. 
I wanted to find an agency whose entire 
organization was able to deliver the 
goods. I have been a sales manager too 
long to put much dependence in star 
performers, either salesmen or agencies. 
I want to do business with average men 
like myself.” 

The other fundamental requisite for 
harmony in work with an advertising 
agency is closely akin to the foregoing; 
indeed, seems to lead right up to it. You, 
Mr. Sales Manager, should get quite well 
acquainted with all the men of your pros- 
pective advertising agency, and discover 


whether they work well together and 


whether they are of like turn of mind’ 


with you, for much depends in the hard 
work and necessary friction of all busi- 
ness, upon what might be almost called a 
sense of Comradery in purpose and work. 
You and the agency are both eager to sell 
the goods of the advertiser and if unnec- 
essary friction develops it will work harm 
and the best efforts of the whole co- 
ordinating machine will be thwarted. 

Here then, seems to me to be broadly 
outlined the way in which a well-informed 
Sales Manager may practically choose 
an advertising agency in order to secur2 
the best results for the advertiser. 


WALTER B. PANTALL, at one time sales 
manager of the Watson Company, Cana- 
stota, N. Y., and later a sales executive 
of the Toledo Scale Company, has been 
made a division manager of Berger 
Brothers Company, New Haven, manu- 
facturers of Spencer corsets. 


The dealer sells goods. 


The merchant creates demand. 


merchandise. 


8 East 41st Street 


These Men Do Not Speak 
the Same Language 


The storekeeper passes things over the counter. 


Are you talking to these men in the language they understand? 
The storekeeper may not realize that he has a problem except that business 
is “only Fair,” but it is your business to see that he “passes out” your 


The dealer is a salesman, but follows the line of least resistance. You must 
make it easy for him to sell your product, and he will extend full co-operation. 
The merchant is waiting for your dealer helps and direct advertising 
campaigns. If you do not extend co-operation, he will push other lines. 

Let Us Help You Secure the Co-operation 

of These Three Men — It Will Pay You 
If you want 100% dealer co-operation put your problems up to us. 

We Can Get It for You 


ROBERT C. FAY, Vice-Pres., Managing Director 


New York 
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Australia Good Market for 
Auto Accessories 


A report from the John B. Stetson 
Company is impressive. It says of its 
foreign business thus far this year: 
“Australia, very much better; Mexico, 
considerably larger; Holland, very good; 
England, very good; New Zealand, 
where there was deep depression last 
year, orders now splendid. The most 
noticeable feature of our foreign trade is 
the demand for high quality goods.” 


It is interesting to note that four tire 
companies are now operating in Aus- 
tralia, three of them in a large way. It 
is claimed that their output at present is 
60% of the present Australian consump- 
tion. They are under heavy tariff pro- 
tection and the high rates have to some 
extent curtailed importation of foreign 
tires. 


The new customs tariff submitted to 
the Legislative Assembly of India _ be- 
comes effective immediately. Although 
there have been quite a number of 
changes in the tariff, advertising circu- 
lars and trade catalogues imported by 
packet, book, or parcel-post, still remain 
on the free list. 


The Italian Government has authorized 


the expenditure of 150 million lire for 


new telephone and telegraph lines which 
has been rendered necessary by the elec- 
trification of certain railways. The ex- 
tension of automatic telephones for the 
larger cities is also planned. 


The results of the Lyons Fair are re- 
ported to have been favorable. Authori- 
ties state that the total business transac- 
tions were about three times that of last 
year. 


The Netherlands Chamber of Com- 
merce in New York has just recently es- 
tablished in Java, a branch organization 
known as the Netherlands Indian Cham- 
ber of Commerce for America. This in- 
stitution is exceedingly well organized and 
has for its purpose a wider and more ef- 
fective development of commerical rela- 
tions between the Dutch East Indies and 
the United States. It is believed that if 
the Chamber receives the support of the 
American exporters, it will be able to 
render valuable service to the American 
interests in the colony. 


There appears to be good ground for 
encouraging American manufacturers of 
agricultural implements and machinery 
to pay increasing attention to the Near 
Eastern field. The situation at the present 
time is adversely affected by the absence 
of highways and other means of trans- 
porting farm produce to the central mar- 
kets, but this defect is certain to be reme- 
died. 

“Dartnell has certainly been getting 
out some splendid bulletins which we 
have thoroughly and carefully read. Your 
weekly sales bulletin is also mighty good 
and I am glad to give you an encourag- 
ing word on the good work you are 
doing.”—W. H. Upson, Jr., Secretary, 
The Upson Company. 
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How We Keep Up Sales In Summer 


By O. W. Bartlett 


General Sales Manager, American Slicing Machine Co., Chicago 


Mr. Bartlett is the head of an organization of more than 100 people. During twenty years experi- 
ence as a sales executive he has planned and carried through a number of sales contests, some of 
which have attracted national attention. His experience is of particular interest because he 
has sold both staples and specialties, as, prior to joining the American Slicing Machine Co., he 
was manager of the Chicago territory for the Loose-Wiles Biscuit Company. 


T has been my aim for years to 


letterheads for their own use. At 


inspire salesmen with the de- 


the end of the year the salesman 
whose pictures appeared upon the 


sire to play the game of busi- 
ness. Looking at the salesman and 
his problem through smoked 
glasses is unfortunately the prac- 
tice of some sales managers. Sym- 
pathy and charity will not produce 
sales results. The confidence, good- 
will and co-operation of salesmen 


Sales For This Week 


can best be obtained by firm lead- 
ership that encourages and keeps 
the men happily engaged at play- 
ing the game. We have been quite 
successful in keeping our salesmen 
happily engaged in their work and 
going at high speed each month by 
devising various sales contest plans. 
We know if a man’s heart is right that 
his head, arms and feet will synchronize. 

First, we will examine a contest plan 
that has been operative in our business 
for the past three or four years. It is a 
yearly contest plan. It is known as the 
American Half Thousand Club. There is 
a certificate of membership. The terms 
and conditions covering membership in 
the club are as follows: A salesman must 
earn $500.00 or more in commissions each 
month beginning with the first month 
that he qualifies in the club. He is first 
given the American Industry Card which 
chronicles his monthly earnings as indi- 
cated upon the card. You will note that 
there are twenty spaces on the card and 
that a small red stamp is posted on 
each space. 

Each stamp represents $25.00 in com- 
missions. When the salesman sends in 
an order he is immediately sent enough 
stamps to cover the commission on the 
sale. Twenty stamps at $25.00 each equals 
$500.00. When that amount of commis- 
sion is earned monthly the salesman fills 
the industry card with the stamps re- 
ceived and forwards the card to the 
Chicago office where it is recorded, then 
perforated and returned to the salesman 
with a large Half Thousand Club stamp. 
Upon receipt of the Half Thousand Club 
stamp, which shows that the salesman 
has been credited with $500.00 in com- 
missions and that he has become a mem- 
ber of the Half Thousand Club for that 
month, the salesman pastes the large 
stamp on one of the twelve spaces of 
the large Half Thousand Club certificate 
or folding card. 

When twelve large stamps have been 
received, the certificate is filled and the 
salesman is mailed a still larger stamp 
known as the maximum performance 
stamp. With this stamp is forwarded a 
check for $60.00 and a special letter 
thanking the salesman for his good work. 
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In acquiring membership in the Yearly 
Half Thousand Club, the salesman has 
earned not less than $500.00 in commis- 
sions in twelve or less consecutive months 
or a total of $6,000.00. Therefore, in 
sending him $60.00 with a maximum 
performance stamp he has been given a 
1% bonus. 

There is nothing to prevent the sales- 
man from doubling up and earning 
$1,000.00 or more in commissions in one 
month. If he fills his industry card before 


the end of the month he continues to 
receive industry stamps which are 
counted as overage stamps for that 


month and are applied upon the next 
month’s card. Oftentimes our salesmen 
earn membership in the yearly Half 
Thousand Club in the first six or eight 
months of the year. 

This plan which is a perpetual affair 
produces results with a certain percent- 
age of the organization. Our biggest 
producers are constantly striving to ob- 
tain membership in the club. It encour- 
ages new salesmen to get into the big 
producer’s class and when a salesman 
falls down after the first, second, third 
or subsequent months, he must begin 
over again. That is, he loses everything 
in the way of credits up to the time of 
his failure. Naturally, a salesman auto- 
matically begins membership in the club 
the first month that he earns $500.00 or 
more in commissions. The plan has a 
wholesome and stimulating effect because 
we believe the psychology of it is correct. 

One of the most effective and impor- 
tant things that we feature in connection 
with the Half Thousand Club is the 
monthly letterhead which we use for cor- 
respondence with salesmen only. Upon 
this letterhead we print the pictures of 
the “Big Five” who are the five salesmen 
respectively credited with the highest in- 
dividual sales for the previous month. 
We supply each of the salesmen with 
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monthly letterheads the greatest 
number of times in excess of four 
times is awarded a special prize. 


One of the most successful hot 
weather sales contests that we ever 
had in our business was the Spon- 
sor’s and Salesman’s Anniversary 
Contest. We ran the contest from 
April to July for the purpose of 
keeping the salesmen going at high 
speed during what are normally 
dull months. We always have a four 
months’ contest at this time of the 
year. 

It has never failed to produce big 
big business especially during the last two 
or three weeks of July when the sales- 
men are scrambling for high honors and 
special prizes. 

In the Sponsor’s Contest, we brought 
the young ladies in the Chicago office 
into a contest with the salesmen for the 
first time. It was a new idea and went 
over big. We wanted to create greater 
interest on the part of the girls in the 
business and in their work. So we 
brought the office force and the sales 
force together. We had about eighty-five 
or ninety salesmen in the field, and 
twenty-three young ladies in the office. 
Each young lady acted as sponsor for 
three or more salesmen. 

The last week of March the names of 
the salesmen were typewritten upon slips 
of paper and placed in a hat. The young 
ladies then drew the names of the sales- 
men from the hat. As the drawing took 
place, the names of the sponsors and 
their salesmen were posted on the office 
blackboard. Great interest was shown in 
this drawing. Immediately each girl with * 
the advice and counsel of myself wrote 
a short letter to each salesmen advising 
that she had been selected as the sales- 
man’s sponsor and would co-operate in 
every way in helping him win a prize 
and high honors. 

Each young lady was obligated to see 
that her salesman received frequent re- 
ports of the progress of the contest and 
that all requests for supplies, parts, ad- 
vertising matter, etc., were promptly 
taken care of. In this way, each young 
lady assumed a certain responsibility and 
became vitally interested in keeping her 
salesmen going at high speed. Some, of 
course, were disappointed in their sales- 
men, but on the whole the plan was very 
successful. Every day, I posted the stand- 
ing of the salesmen on the office black- 
board. As the positions of the salesmen 
changed, so did the positions of the spon- 
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prizes won. The five grand prizes were 
given to the five salesmen respectively 
credited with the highest percentage of 
quota. The first prize was in the nature 
of a two weeks’ vacation with railroad 
fare and hotel expenses paid to Chicago. 
This prize, however, was won by a Chi- 
cago salesmen. He was given a substan- 
tial check as he did not care to take a 
vacation, preferring to stay on the job 
during August. 

At the close of the contest the sponsors 
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a theatre tick- 
et for his spon- 


sor. Anything that was unusual in the 
sales work counted as a stunt during 
stunt week. 

Six young ladies were selected as 


judges. The spirit of fairness in award- 
ing prizes prevailed and the novelty of 
the thing impressed and pleased the men 
in the field. It was something unusual 
for office girls to act as judges in making 
decisions and in awarding prizes to sales- 
men who put over the best sales stunts. 

In this contest all salesmen were given 
the same quotas. Eight sales constituted 
a monthly quota. We consider that a min- 
imum business. No prizes were given 
for making quotas. Prizes in the nature 
of merchandise were given at the end of 
the contest for making 125%, 150%, 
175% and 200% of quota. The prizes 
were illustrated on separate pages in the 
Good Things Bulletin. Each winner had 
the choice of at least ten or more prizes 
in each quota division. The prizes given 
to salesmen making 200% of quota or 
more, were worth one hundred to one 
hundred and fifty dollars each and were 
correspondingly less in value down to 
the 125% division. 

Five grand prizes were given at the 
end of the contest in addition to other 
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into a larger “Thrift” stamp. A bonus is paid for filled cards. 


of the prize winning salesmen were given 
a dinner and theatre party vith boxes of 
bonbons and suitable corsage bouquets. 
The contest wound up in a whirl of 
orders and excitement. The last two 
weeks of July brought in more orders 
than during any previous month in the 
history of the company, and the sales for 
the four months’ period were larger than 
for any previous seven months. 

The prizes cost in the neighborhood of 
$700.00. It was money well invested. The 
morale of the organization in the office 
and out in the field was never better than 
at the close of the contest. The whole 
organization was tied closer together 
and there was a finer, more cordial and 
loyal feeling noticeable everywhere. It 
even had a good effect on the office boy. 

Encoureging the salesmen and patting 
them on the back when their sales per- 
formance is worth-while is simply the 
human way of encouraging and getting 
the most out of men. Sales contests 
handled in the right way produce results. 
You must play square and fair with your 
men. Believe in what you are doing your- 
self and then sell it enthusiastically to 
the men. A contest can become a boom- 
erang if the plan lacks sincerity or is 
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is built to such a‘high standard that the 
salesmen know before they begin that it 
is impracticable. 

Successful contests are those built to 
a plan that makes it possible for every 
salesman new or old to win one or more 
prizes based upon definite increases over 
reasonable quotas. A graduated scale of 
prizes is the best plan in my opinion. 
That is, make it possible for every sales- 
man to get into the winning class. This 
gives him assurance and urges him on to 
greater achievements. Give him a more 
valuable prize for making bigger per- 
centage of quota such as a prize for 
making 125% of quota, or a prize for 
making 150%, 175% or 200% of quota. 
Make the mark high enough but at the 
same time be practical. Don’t ask or 
expect the impossible. It is better to have 
a number instead of a few prize winners 
in a contest. The greater the number of 
prizes awarded the greater the sales pro- 
duction and the greater the profits of the 
company. 


Sales Executives Fear 
Shortage of Salesmen 


Among the subjects discussed at the 
Spring Conference of the American So- 
ciety of Sales Executives, held in Canton, 
was the rebuilding of the sales force. 
Most companies, during the last year, 
cut their field organizations further than 
conditions warranted, and now these 
sales forces will have to be rebuilt to 
handle the trade. “Along what lines will 
they be re-built,” “Are members adjust- 
ing salesmen’s compensation, and if so, 
how?” “What compensation plan in 
actual experience works best?” were 
some of the subjects considered. Some 
of the other problems on market condi- 
tions and sales planning discussed were: 
“Has business increased in proportion to 
reported better conditions, particularly in 
farming sections?” “Is the plan of 
manufacturers to go direct to the retail 
trade to market their product, increas- 
ingly?” “Advertising expenditures—How 
treated, as expense or investment—and 
why?” “What is the relative value of 
salesmen and home office promotional 
material in educational work with retail 
clerk?” 

L. C. Rockhill, chairman of the execu- 
tive committee, presided. Mr. Rockhill 
is sales manager of the Goodyear Tire & 
Rubber Company. The next conference 
will be held at Laurel-in-the-Pines. Lake- 
wood, N. J., on October 2, 3 and 4th. 


Mail Orders Pick Up 

For the first time since June, 1920, the 
monthly sales of Sears, Roebuck & Co. 
show an increase, the figures for May 
being $14,477,694, an increase of 18.29 
per cent over May, 1921. Sales for the 
five months this year totaled $71,593,117, 
a decrease of only 8.59 per cent from the 
corresponding period last year. Mont- 
gomery Ward & Co. reported the third 
successive monthly increase and also the 
largest gain thus far this year. Sales 
for May totaled $6,377,076, an increase 
of 19.85 per cent over May, 1921. Sales 
for the first five months this year totaled 
$33,145,028, an increase of 8.68 per cent 
over the corresponding period last year. 
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In one issue 


a characteristic showing 


HE April issue of the Ladies’ 

Home Journal carried a charac- 
teristic amount of advertising 
produced by this agency. These 
advertisements— eleven of them, 
from 56 lines to double spreads— 
illustrate kinds of advertising which 
are paying today. 


The only two double-page spreads 
in the issue—Wool Soap and 
Butterick Patterns with the Deltor. 


Three color pages—Lux, Wood- 
bury’s Facial Soap and Libby’s 
foods — 

Three black and white pages 
Fleischmann’s Yeast, Cutex, and 
Pond’s Vanishing and Cold 
Creams— 

The half page for Odo-ro-no— 
the quarter page for Krohn Fech- 
heimer Arch-Tone Shoes—the 56 


line copy for Gates Tours. 
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The J. Walter Thompson Company 
has grown large by intensive work 
on a small 


number of accounts. 


' J. Water THompson Company 


Advertising 
NEW YORK CHICAGO BOSTON 
CINCINNATI CLEVELAND LONDON 
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‘The Salesman Who 1s Habitually 
Against the Company 
By G. M. Johnson 


AGREE with Mr. Boulden that quite 
often there is a reason for a sales- 
man getting into the frame of mind 

where he is habitually against the con- 
cern for whom he is working. I also 
agree that in most cases this reason can 
be traced right back to the sales man- 
ager. 

I have spent 16 years with one concern, 
occupying positions from a salesman up 
to the assistant to the president. I have 
found that the individual, unless he is of 
the crank type, who constantly has a 
chip on his shoulder, has usually gotten 


into the disgruntled state by having been 
promised either promotions or a larger 
earning opportunity than he has received 
after securing the position. It may be 
that the chronic kicker over-steps the 
bounds of reason, and that his grievances 
grow with repetition or with time, 
but the upshot of the matter lies in 90 
cases out of 100 with the sales manager, 
who either lacks veracity or who is too 
masterful in painting the picture that 
draws the salesman to the job. 

It has taken years of careful thought 
on our part in endeavoring to reach the 


Cosmetics or 
Consulting Services 


HE Indianapolis News has a peculiar hold 
on the business men of Indianapolis and of 

the populous and prosperous central Indiana 
territory with which the capital city is closely 
linked. To them it is the Indiana newspaper. For 
more than fifty years they have seen its steady 
rise in editorial quality and in earned prestige. 
They take pride in the name The Indianapolis 
News bears outside the borders of their State. 


So it has come that The News, an evening news- 
paper, is a great men’s newspaper as well as a 

eat home newspaper. So, too, advertisers most 
familiar with the Indianapolis Radius unquestion- 
ably accept The News as the most economical 
medium for promoting thesale, not only of women’s 
cloaks but of men’s collars; not only of washing 
machines but of adding machines; not only of 
cosmetics but of consulting services. 


The Indianapolis News 


New York Office 
DAN A, CARROLL 
150 Nassau Street 


FRANK T. CARROLL 
Advertising Manager 


Chicago Office 
J. E. LUTZ 
The Tower Bidg. 


USE NEWSPAPERS ON A THREE-YEAR BASIS 
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point whereby practically all the annoy- 
ance that comes through having a “sore- 
head” in our organization could be elim- 
inated, and we are fair enough to believe 
that this trouble can be practically elim- 
inated if the average sales manager 
would put the following suggestion in 
practical use. 

The writer is constantly employing 
salesmen, or rather always on the look- 
out for men who could be developed into 
salesmen, and we have learned through 
bitter experience that to make haste 
slowly is good dope when employing a 
salesman. 

The first interview that the applicant 
for the position as salesman receives is 
the most important, and in this interview 
we endeavor to ascertain everything that 
may be of interest in judging his quali- 
fications for the work. Should he prove 
satisfactory, he is put through the fol- 
lowing three stages that every man must 
go through prior to his joining our or- 
ganization. 

The first is we thoroughly go over our 
proposition, so there is no feature of 
it that will have any important bear- 
ing on this man’s success, that may not 
be understood. He understands what he 
can earn, the chances for promotion, its 
salability, ete., ete. 


The second stage is to have him meet 
the salesmen who are in our employ, and 
we insist that a day be spent with as 
many of these salesmen as he cares to 
visit with, in order that he may learn 
and also verify the truth of what we 
have told him, as to the opportunities 
and earnings that can be secured from 
one of his co-workers. This particular 
phase of this man’s training is of excep- 
tional importance, because the salesmen 
in our employ, if they are of the type 
that every concern wishes to have, will 
sell the man the job. I know that my 
boys are doing this constantly. 


The third stage that we follow is to 
have the applicant for a salesman’s posi- 
tion visit our customers, so that he may 
learn from them, how the goods stand 
up, what service we give, how profitable 
the operation of our equipment has 
proven itself to be, and last but not the 
least, whether we have lived up to the 
promises which were made at the time 
the sale took place. 


You will now notice that the salesman 
has had an excellent opportunity to learn 
for himself whether the proposition is of 
the kind that he cares to take up with. 
At the same time during this investiga- 
tion, we had an excellent opportunity to 
learn a good deal about our man. His 
references have been investigated, also 
we have looked up some of the people 
whom he has given as references, realizing 
that if the individual who wrote his rec- 
ommendation was not of the proper type, 
that a recommendation would be worth- 
less. If everything was equal and the 
applicant was O. K. he was given a 
position. 

This has eliminated the chronic kicker, 
the individual who is never satisfied, and 
should, perchance, some one get in that 
will not work in harmony with us, the 
rest of the organization would act for us, 
instead of sympathizing with this fel- 
low’s criticism. 
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How Seng Is Making Boosters 
Out of Dealers’ Clerks 


By Cameron McPherson 


An impartial investigation conducted in five cities, 


covering nearly fifty stores, 


shows that 


a retail sales person could substitute in nearly eighty percent of the sales in which he attempts 
it. Admitting that investigations can be made to prove almost anything, the fact still remains 
that the dealer’s clerk is a big factor in keeping your channels of distribution open and flowing. 
If you can get the dealer and his sales force to get behind your product and really push it, most 
of your sales problem will vanish into thin air. 


dustry have just had a shock. For 

the second time in two years The 
Seng Company has gone and done the 
thing that couldn’t be done. Although its 
products, like Timkin bearings, are only 
a part of the article ultimately sold, this 
concern long ago realized that the retail 
clerk was the neck of its sales bottle, 
quite as much as he was of every other 
manufacturer whose output was distrib- 
uted through retail stores. After several 
more or less unsuccessful attempts, a plan 
has finally been worked out which appar- 
ently will solve the problem at a very 
nominal outlay, and while like most suc- 
cessful selling ideas it is an adaptation 
of a plan which has already been used in 
other industries, it nevertheless possesses 
features which are as unique as they are 
suggestive. ‘ 

Before discussing in detail the Seng 
plan, and its possible application to some 
of your problems, it might be well to 
consider for a moment the too often 
under-rated influence of the retailer and 
his clerk. During the last ten years the 
greatest development in merchandising 
work has centered around the consumer 
on one hand and the factory salesmen 
on the other. 

What the Dealer 

The impression has prevailed that if 
we are able to get the consumer to 
come into the dealer’s store and demand 
our product in a loud voice, refusing to 
consider anything just as good, the rest 
of the merchandising problem is sim- 
ply a matter of keeping a force of sales- 
men calling on the dealers to take their 
orders. As a result we find, in most 
organizations, highly developed advertis- 
ing departments charged with the task 
of getting the consumers into the stores, 
and an equally specialized sales depart- 
ment straining every energy to get the 
salesmen to increase their calls and open 
up as many new accounts as possible. 

This plan of merchandising got results 
in years gone by. The advertising pages 
of any standard magazine of that period 
are alive with concerns who built up 
large businesses by following this plan. 
Sut times have changed. The consumer 
no longer rushes into stores shouting for 
your goods. In fact the well informed 
advertiser does not expect this reaction. 
But he does expect, and with the very 
best of reasons, that a man who has seen 
his advertising in the magazines or news- 
papers and on the boards, will accept 
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Giese managers in the furniture in- 


Says Counts 


with less hesitancy, the sales person’s 
suggestion to purchase the article. This 
is called “the consumer acceptance” prin- 
ciple of merchandising, and it has estab- 
lished itself as the present day basis in 
selling through the retailer. 

The advertising which The Seng Com- 
pany has been conducting for its various 
specialties has been predicated on the 
assumption that such advertising would 
prejudice the ultimate consumer in favor 
of Seng equipped furniture. At no time 
did those in charge of the Seng sales 
imagine, as some advertisers still imag- 
ine, that because they had invested a few 
thousand dollars in magazine advertising 
that people were going to rush from 
store to store and insist on Seng equip- 
ped furniture or none. So in their sales 
planning the Sengs cast about for some 
practical plan which would keep the vital 
advantages of Seng equipped furniture 
continuously before the clerk. 

Teaching the Clerk to Sell 

The aim was to create a condition where 
clerks demonstrating Seng equipped fur- 
niture would say to the customer: “Here 
is a bed that I can recommend most 
highly. It is a better all-around bed than 


either the all-wood or the all-metal. It 
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has wood head and foot boards distin- 
guishing it as a wood bed, but you see it 
has steel side rails, cross rails and corner 
locks, giving it the rigid, sanitary and 
durable inside construction of a _ steel 
bed.” The clerk’s enthusiasm in itself 
would be convincing, but if it so hap- 
pened that the woman had read Seng 
advertising in the magazines and was al- 
ready fifty per cent sold on steel equipped 
beds, the sale will be quickly and easily 
made by the clerk. 

But it is one thing to talk about edu- 
cating your dealer’s clerks, as you prob 
ably know, and quite another to educate 
them. If it were feasible to employ) 
traveling demonstrators to visit each 
store personally, or even if the compan 
had a sales force calling on the retailer, 
the problem would have been less com- 
plex. But there was no sales force, and 
the appropriation was limited. In fact 
it was necessary to keep the cost of the 
educational work down below a dollar 
per clerk. The management was quite 
willing to spend that much on each clerk 
but no more. 

Several plans were considered. 
one suggested a correspondence course, 
similar to a plan used in the textile field 
with some success. But this would cost 
at least $5 per clerk. Another 
tion was to organize furniture clerk’s 
clubs in each town. But this left out the 
dealer in the smaller sales centers. How 
was he to be educated? And so one plan 
after another was discussed, and turned 
down either because it cost too much or 
fell short in other ways. 

What a Chance Remark Can Do 

At one of the “officer’s messes” for 
which this company is famous, somebody 
mentioned one day how poorly informed 
the average retail furniture salesman was 
regarding the distinguishing points of 
furniture “periods.” One of the execu- 
tives told of having walked into a large 
furniture store in the “loop” district of 
Chicago, and just for fun, asking the 
salesman to explain the difference be- 
tween furniture of the Louis XV and 
Louis XVI period. The man didn’t know. 
He said he would ask an older salesman. 
The older salesman didn’t know. Then 
they went over to ask the floor manager 
who “guessed” that Louis XVI chairs had 
straight tapered legs, whereas Louis XV 
chairs had carved cabriole legs, but he 
wasn’t sure. However he felt certain 
that the buyer would know. But the 
buyer was out to lunch. 


Some- 
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This started a discussion out of which 
a plan crystalized. While it was a far 
cry between furniture hardware and 
period designs in furniture, Mr. Frank 
Seng appreciated that anything he could 
do to raise the standards of the furniture 
industry would help the Seng business. 
He knew that the two were bound up in 
the same package. So he agreed to get 
up a vest-pocket manual which would 
give the clerk the essential points re- 
gardng the different periods of furni- 
ture, each period illustrated in such a 
way that the clerk could use the manual 
to explain the points to a customer if he 
so desired. 

To insure the clerk carrying the man- 
ual with him two other features were 
added—a few pages for keeping a record 
of daily sales, and blank pages for mem- 
oranda. But the big idea was the illus- 
trated pages on furniture periods. The 
only reference in the whole book to the 
Seng products was a few pages summar- 
izing the advantages of steel equipped 


beds, and how to demonstrate a bed 
davenport. Altogether it was a sort of 
pocket-companion for a furniture sales- 
man; a place where he could keep a 
daily record of his sales, keep tab on his 
appointments and addresses, and actually 
use to make sales. 

From this description of the little book 
it is easy to predict for it a most popular 
reception. Yet more than one concern 
has prepared what seemed to be an 
equally desirable manual for retail sales- 
men, only to find the money spent in 
producing it wasted because of the oppo- 
sition from the dealers themselves. This 
is an all important point in any plan for 
enlisting the co-operation of clerks. Not 
only must it appeal to the clerk, but it 
must sufficiently appeal to the dealer so 
that he will be anxious for his clerks to 
have the literature, even to the point of 
sitting down and sending you a list of 
their names and home addresses. He 
will not feel that way about the plan if 
it is competitive in its character. Its 


Do you expect to 


Continue business 


after September? 


OME executives plan Direct Advertising cam- 

S paigns as though they half expected to go out of 

business in a couple of months. They get out 

one or two folders at a time ‘‘for the trade,’’ with 

/ maybe a booklet for the eventual user. And then 

/ wonder why these hastily-conceived mailing pieces, 

going out at irregular and infrequent intervals, fail to 
produce maximum results. 


There is only one way to make advertising pay the 
dividends you have a right to expect. And that is to 


chart your course. To plan ahead. To know where 
you are ‘‘at.’’ If it is your intention to stay in busi- 
ness, then prove it by your actions. Make a definite 
program of the things you are going to accomplish in 
the next six months. Then lay out the necessary Direct 
Advertising to make those plans come true. 


To those executives who are seeking constructive 
counsel in really planning Direct Advertising sales 
efforts, we have a wealth of interesting data to present. 
A preliminary letter places you under no obligation 
whatever. Later, if you wish, a conference with one 
of our merchandising men may be arranged. 


Our new merchandising book, “Stepping Stones to 
Sales Success,’ deals with tested plans and proved 
methods in Direct Advertising. A copy will 
gladly be sent, gratis, to any interested executive. 
To others the price is $1.00 postpaid. 
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first qualification must be an unselfish 
desire to make a better salesman out of 
the clerk, rather than a means of induc- 
ing the clerk to push some product to 
the exclusion of another product on 
which the dealer thinks he is making a 
larger profit. 


The point about the Seng book which 
sold the plan at once to the dealer was 
the space provided for a salesman’s rec- 
ord of his daily sales. That has a very 
pleasing reaction on the dealer—not un- 
like the jingling of a cash register. Your 
dealer knows full well the tremendous 
psychological advantage of getting any 
salesman, regardless of whether he sells 
at retail or any other way, to put down 
every day in cold figures the exact re- 
sults of his day’s work. Even the most 
care-free salesman cannot help but feel 
his conscience squirm, when he chalks 
down a goose-egg as the sum total of 
eight hours work. And he cannot do this 
three or four times a month without 
realizing that he is more ornamental than 
useful to the business. The man who 
signs the pay check knows all this, and 
knows it well. So the dealer is particu- 
larly receptive to any plan that will en- 
courage salesmen to keep books on them- 
selves. He would willingly pay for the 
books, and the idea of getting them for 
nothing makes him feel like throwing 
his arms around somebody’s neck. 

The combination of the book and the 
plan of distribution, as might be ex- 
pected, soon exhausted the first edition. 
Requests began to pour in from every 
hamlet capable of supporting a furniture 
store for more copies. Salesmen almost 
wept in their letters of appreciation. And 
dealefs, without exception, endorsed the 
plan with a stamp of hearty approval. It 
had “gone over” far beyond the most 
sanguine expectations of its sponsors. 

All of which goes to prove that noth- 
ing is impossible to the man who is will- 
ing to give a sales problem concentrated 
and persistent thought. For years furni- 
ture manufacturers had insisted that it 
was impossible to get a “rise” out of 
furniture clerks. They were dead from 
the neck up. But in this case, as in every 
case, while some men are busy explaining 
why it can’t be done, someone else is 
busy doing it. 


How Cooper Gets Sales- 
men’s Experience 


The “Honor” system, as used by the 
Cooper Underwear Company, is a good 
method of getting salesmen to relate 
experiences and give opinions. Whenevei 
a Cooper salesman is confronted with an 
unusually difficult sales problem, he sub- 
mits it to the sales manager. It is then 
outlined in the next weekly sales bulletin 
and every salesman in the organization 
is “honor-bound” to write into the home 
office, telling just what he had done or 
would do to meet a like situation. These 
replies are then published in the next 
sales bulletin so that all men may read 
and profit by the experience of others. 


Failure to co-operate with the house in 
sending in reports is like winking at a 
girl in the dark. You know what you are 
doing, but nobody else does. 
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Sales Costs — ) 


l 
| yh Any manufacturer seeking distribution and increased A 
: nN sales will save time and money in sales-and-advertising by trying 
out his campaign in the representative Milwaukee-Wisconsin 
A Market. For here the preliminary work—the first step in launching AE 
| Wr a successful campaign—already has done by The Milwaukee Journal. 


peccegeweeeeye 


By using The Journal’s analysis of the Milwaukee market A> 
in relation to various products, you can lower your sales-and- | 
i advertising costs. Not only in Milwaukee, but in other cities as 
well. Your test campaign in this truly representative field will 
point out improvements, will eliminate mistakes, will save time, 
money and do away with waste effort. 1 


WN The Journal is the entering wedge to Wisconsin. It delivers 
iA the buying power of this great territory at one cost. Read by four K\ 
out of every five English-speaking families in Milwaukee, it assures 
coverage within the city. The Journal is read by more Wisconsin 
NA people than any other publication in the world. It circulates to Mi 
every corner of the state and to that part of Upper Michigan which 
is covered by Milwaukee jobbers. 


as 
; AYE Open up the way for your salesmen with Journal advertis- 
? fof ing and The Journal’s Market Analysis in relation to your product. 
a It will be sent upon request to manufacturers, or their advertising 
A YE agents. 
; 3) : Sales and advertising managers are invited to send for The 4 
= Wa: Journal’s analysis of The Milwaukee Market in 
=yt4: relation to various products 
Bey 
VB ‘ ‘y! 
Fr The Milwaukee Journal : 
.) = ryy ° 
E FIRST—by Merit 
Harry J. Grant, Pud. R. A. Turnouist, Adv. Mgr. 
OMARA & ORMSBEE, Inc. 
NEW YORK Special Representatives CHICAGO 


Try It Out In Representative Milwaukee 
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Business Cards That Dodge the 
Waste Paper Basket 


A Plan Which Parallels That of the Salesman Who 
Sends in a Copy of the S. E. P. Opened to His 
Company’s Ad, Instead of a Piece of Paste Board 


By John M. Garth 


HOSE of you who have served 
apprenticeship in selling in and 
among those towns that still de- 

pend upon kerosene lamps to emblazon 

the local white way will perhaps remem- 
ber the elaborate wire rack used in so 
many “offices” for filing business cards. 

These wire racks were made of a series 

of loops, woven together somewhat after 

the fashion of chicken fencing. Each loop 
served as a holder for a business card. 

Every caller left his card, and it eventu- 

ally found its way to the wire rack where 

it gathered dust, along with a picture 
post card of the Palace of Wonders at 
the Worlds Columbian Exposition. 

But those days have passed even in the 


towns still remaining on the kerosene 
circuit. All too many business cards find 
their way to the waste basket. Still 


others serve to be used as a memoran- 
dum to bring home some fresh tomato 
seeds to be planted in place of those the 
neighbor’s chickens scratched up. 

To overcome this waste of cards and 
to insure the cards being retained for 
future use and reference; in order to 
make a card useful, and really worth 
keeping it is often necessary to sacrifice 
some of the so-called dignity of the card 
—a more or less doubtful asset at best, 
but one insisted upon, nevertheless, by 
many business men. 

If typographical beauty, dignity, and 
conventional arrangement is not insisted 
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upon a number of different tables, scales, 


rules, ete., may add to the usefulness of 


a card and insure a large portion of them 
being kept for constant reference. Crane 
and Company, Rueben H. Donnelly Co., 
Swift and Company, Cudahy & Company, 
LaSalle Hotel, Edison Lamp Works, IIli- 
nois Life Insurance Company, Felt and 
Tarrant, James S. Kirk & Co., Cunard 
Steamship Lines, Aetna Life Insurance 
Company and hundreds of banks and 
trust companies have found that a thin 
celluloid card with a calendar for the 
year printed on the back of the card 
adds much to the chances of the cards 
being kept, and used for reference. Hun- 
dreds of business men place these cards 
under the glass tops of their desks. 

The Edison Lamp Works card is really 
a beautiful pieze of work, one side of the 
card being devoted to a reproduction of 
an excellent allegorical painting, while 
Crane and Company are content in show- 
ing an assortment of valves, and a scene 
from one of their display rooms. Meese 
and Gottfried, a prominent western engi- 
neering concern, use a heavy celluloid 
card with a four color reproduction of a 
landscape and a year’s calendar on one 
side, leaving the other side blank and un- 
glazed so that it may be used for a handy 
pencil memorandum tablet, from which 
the memoranda can be easily erased 
when it has served its purpose. 

The Standard Pneumatic Action Com- 
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pany uses a card with a three inch rule 
scale on one edge as well as a calendar. 
On the other side is a three color repro- 
duction of a player piano showing the 
parts they make, together with a repro- 
duction of their guarantee. Many banks 
use cards showing on one side the inter- 
est dates of liberty bonds, interest tables, 
time tables, baseball schedules, dates of 


stockholders meetings, bond interest 
tables, ete. 
Manufacturers of tools, engineering 


concerns, machinery houses and others 
catering to engineers and machinists find 
that a table of decimal equivalents is 
appreciated by their customers when 
placed on the back of a handy sized card. 

An electrical supply manufacturer 
made quite a hit at a convention by dis- 
tributing his business cards on which 
were printed a table for computing the 
selling price of an article, based on the 
amount of profit desired, while a roofing 
concern, a manufacturer of screen wire, 
and several other firms in different lines 
of business find a square foot table is 
appreciated by their customers. 

In most every line of business there 
are some short cuts to calculating espe- 
cially interesting to that particular line 
which, when printed on the backs of 
business cards make them more useful 
and render their chances for being kept 
much better. 

Before any sales manager determines 
upon a design, or a new style of business 
card it might be well for him to ask him- 
self, “Is there any particular feature 
about this card to make a prospect or a 
customer want to keep it.” Unless the 
question can be answered in the affirma- 
tive perhaps it would be well to try to 
follow the experience of some of the 
above mentioned concerns and make the 
cards useful as well as ornamental. 


One of the nationally known check 
protector concerns finds a book of paper 
matches a good substitute, or rather an 
improvement over the conventional piece 
of engraved or printed cardboard, while 
hundreds of concerns use lead pencils 
with their advertisement printed thereon 
as a business card. 

The Benjamin Electric Company have 
used leather covers for books of paper 
matches, and silicated memorandum tab- 
lets with considerable success, while the 
National Biscuit Company has made 
good use of a patented pencil clip with a 
reproduction of some of their advertising 
designs on it. 


“T have used the Dartnell Sales Service 
for something over a year, and I have 
found it to be without comparison with 
any similar service. A million words 
would not any better describe the extra- 
ordinary value of the Dartnell Sales 
Service than the simple statement that it 
is indispensable to any man who is or 
thinks he is running a sales organization. 
Put it down squarely that the Dartnell 
Service will help the sales manager at 
any time he is tearing his hair for selling 
ideas.”,—Edward J. Martin, Gen. Sales 
Megr., American Commerce Association, 
Chicago. 

Despite the slack summer season, 
Italy’s consumption of American cotton 
promises to show a substantial increase. 
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Palmer Advertising Folders 


Have the “Punch” That Gets the Business 
SPECIAL OFFER--10,000 Folders, $200.00 


| Made to Order 


Goon Jacky) | 
, Made to Please | a"h a, aap ge! % yom : More oo 
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et Mermaid 


he) a/Box is Wor: , Saving Embroidered Organdie 


for Now Summer Dresses 


Increase Your Sales To Old Customers— 
Put New Names on Your Order Books — 
Give Your Salesmen Live Leads— 
WAKE up your mailing list with forceful, original PALMER FOLDERS. We handle 
every detail—the idea, copy, art work, plates, printing, folding and sealing — perforated 


return card. Folders mail for one cent. Whatever your line of business, large or small, 
we can assist you. No service charges —everything included. 


SPECIAL DISPLAY OFFER 10.009 Siz:color, Die-cut Displays. O14 cents each 


Finest pastel art work. Size, 11x14 in. 


Send for Samples and Ideas — Mail Coupon with Letterhead 
Gentlemen: [] Folders S.M. 6 
P A (3 M E R We are interested in your special offer on (] Displays Quantity 


Please send samples and full details, with an idea in dummy form. We ‘enclose 


Advertising Service printed matter on our product. No obligation is incurred. 
Name Position 
137 East 43rd Street , 
: Company a 
New York City 
Address 
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The Nordhem Company is 
indebted to a prominent Ca- 
nadian business authority for 
picking these 25 cities. Each 
city has a population of more 
than 10,000, and has been 


selected for its current buy- ey le ee 
ing activity. Business is good Ne 2 HUD 
in every one of these centers ’ o | sy 
> oes ; } F . < Mh 
because of banking, crops, em- : O @ “fh 
ployment conditions, build- ! Fas \ M4 oN 
ing activities, etc. They are H a ; > y 
° ~ °° e : 
probably the livest 25 cities J oO a Be 
in Canada today. “as Se i 2 | 
ras ‘eA 
yw a 
° Ye 
~ ae? eo s ( 
a Asia li. te WU li Ful wu. 72 


ig YOU manufacture in Canada or ship to the Canadian market you will not need to be told about the Dominion’s sound | this 


economic condition. For instance: ady 
Canadian exchange (at the time of going to press) is only a point and a half below par—indicating clearly that our No 
neighbor to the north presents perhaps the most promising export market for the average American manufacturer. Con 

All Canadian war loans are selling above par, and the most recent Canadian bond issue—of $100,000,000—was | serv 
oversubscribed in two hours. sery 
Unemployment has practically ceased to be a factor in Canada. Jobs are plentiful and incomes steady. Vor 
Building activity is rapidly growing. In Toronto, for example, the number of building permits shows an the 
increase of 84% over the corresponding period of last year. app 

Truly this is a field that the American manufacturer cannot afford not to cultivate. Ap 
The Sales Manager contemplating distribution in Canada needs an advance agent of dominating personality, a lever to turn Ma: 


IVAN -BeNORDE 


Poster Advertising, Painted & 6lectrical Hisy 
@hicago 8 West 4Oth ‘Street. 
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STED| BY NORDHEM 


ONE MONTH’S POSTING COST IN 25 
PICKED PROSPERITY CENTERS 


TOTAL HO. 


| 
pop.tn| COST OF lor PANELS 
city THOUS. |PEPRESENTATIVE) 1. pep. 
| SHOWING SHOWING 
Calgary, Alta. | 65. | 8 120.00 15 
Edmonton, Alta. | 60. | 104.00 | 13 
Vancouver, B.C. | 195. | 200.00 25 
Victoria, B.C. | 56. 96.00 | 12 
Winnipeg, Manit.| 250. | 240.00 | 30 
St. John, N. B. 64. 96.00 12 
Moncton, N.B. | 21. 35.00 5 
Halifax, N. S. 75. 96.00 12 
Brantford, Ont. | 34. 49.00 q 
Kingston, Ont. } 23.1 42.00 6 
Belleville, Ont. 12.2 28.00 + 
Hamilton, Ont. 110. 128.00 16 
Kitchener, Ont. 20. 42.00 6 
Toronto, Ont. 560. 600.00 60 
Montreal, P. Q. 750. 600.00 60 
Ottawa, Ont. 110. 136.00 17 


~P. YQ. 25. 4 
Three Rivers, P.Q.; 22.3 35.00 5 
Sherbrooke, P.Q.| 24. 35.00 5 
Moose Jaw, Sas. 25. 35.00 5 
Brockville, Ont. 10. 21.00 3 
Oshawa, Ont. 12.2 28.00 4 
London, Ont. 60. 96.00 12 
Chatham, Ont. 16. 35.00 5 


+ ose My Bale» tee Mae Alias 


ound | this promising buying market toward his product, and a link between himself and his local distributors. Trebly effective as 
advance agent, lever and link is the 24-sheet Poster. 


| 

| No country except the United States has a standardized 24-sheet Poster Service to compare with that of Canada. The Nordhem 

Company, as official U. S. representative of the Poster Advertising Association of Canada, is able to offer you not only unexcelled 
service in the location, posting, and handling of all mechanical details of your posters, but also a valuable merchandising 
service—including information on prospective selling fields. 


You can post your product in one or in 175 of these up-and-coming Canadian cities and towns. Estimating by the figures on 
the 25 promising markets listed here, you will readily see at what a very small cost you can establish a firm-rooted selling 
appeal throughout all Canada. 


A posting estimate covering any or all of the cities not selected here will be compiled gratis for the Sales or Advertising 
turn Manager who recognizes the opportunity which Canada offers now. 


THEM COMPANY 


Displays in the Cnited States and Canada 
reet, New ‘YorR’ Ci ty Pi ttsburgh 
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Distribution Service Inc. 
‘Established 


0 Effect/Economy of Cost and °lime 
“le He m D Roting. 


1HE modern merchandise warehouse has 
ceased to be exclusively a reservoir for sur- 
plus goods. It has become a definite link in 
the chain of distribution. It shortens by weeks of time 
and thousands of dollars the commercial channel 
between maker and user. Distribution Service, Inc., 
is established to make these economies thoroughly 
understood and instantly available. 


Sales managers will be furnished, on request, 
with definite information concerning storage and 
distribution facilities, services and charges. Those 
now marketing through conventional channels should 
inform themselves of the many ways Distribution 
Service, Inc., can reinforce their system. 


When ability to shave a price generally swings the 
sale—when a traffic economy frequently becomes the 
total profit—the advantage of using Distribution 
Service is very plain. 


Ask for an explanation—just dictate 
a note before laying this book away. 
The warehouses associated with Dis- j 
tribution Service, Inc., each serve a 
distinct territory. Each is a leading 
house in that territory. 


Distribution Service, Incorporated 


. . . . 
123 West Madison Street Chicago, Illinois 
© Sie REPRESENTING GIm.9 ) 
T ‘S 
BIRMINGHAM — el ; FORT WORTH PHILADELPHIA 
Harris Transfer & Warehouse Co. Binyon-O’Keefe Fireproof Storage Co. Terminal Warehouse & Transfer Co. 
CHICAGO : HOUSTON 
Currier-Lee Warehouse Co. Binyon-O’Keefe Fireproof Storage Co. PORTLAND 
‘ Oregon Transfer Co. 
CLEVELAND KANSAS CITY 
Ninth Street Terminal Warehouse Co. Central Storage Co. SAN FRANCISCO 
DENVER LOS ANGELES San Francisco Warehouse Co. 
The Weicker Transfer & Storage Co. Union Terminal Warehouse Co. 
; ST. LOUIS 
DETROIT LOUISVILLE 3 2 
Merchants Warehouse Co. Louisville Public Warehouse Co. S. N. Long Warehouse 
EL PASO. OMAHA ST. PAUL 
International Warehouse Co. Gordon Fireproof Warehouse & Van Co. Central Warehouse Co. 
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Women on the Sales Force 


By I. J. Ketterer 


Ezekiel & Company, New York, N. Y. 


At the spring conference of the American Society of Sales Executives, fear was expressed that 
when business picked up stronger there was going to be a shortage of good salesmen. However, 
we still have the ladies to fall back on, as we did during the war. It is with the thought of bring- 
ing into focus the comparative value of men and women in sales work that this article is 
published. We would like to hear from some sales managers who have tried out women at men’s 
sales tasks with either encouraging or discouraging results. 


BOUT a month ago, one of the larg- 
est firms in the country amazed— 
and shocked—its old-time staff of 

salesmen, by putting on a corps of 
twelve women. They were given no spe- 
cial privileges, handed no soft districts, 
extended no favors. Six of them were not 
even blessed with drawing accounts; they 
were expected to work on a straight per- 
centage basis. 

The belief has grown among business 
men that women are apt at selling. They 
need training, and they are inclined to be 
flighty, but the really efficient sales- 
woman on the road is a real marvel. She 
seems to have remarkable initiative, is 
not afraid, holds her own, and is equal 
vo any intricate emergency. Best of all, 
she can cultivate a super-tact. She knows 
how to handle difficult situations, largely 
through inherent intuition. Reports from 
many sources elaborate the suggestion 
that women are mingling more and more 
with men, as members of sales organiza- 
tions. 

In a certain Western house, the sales 
department on the road was composed of 
thirty-nine picked men. Most of them 
were old-timers, hard-boiled and imper- 
vious to internal criticism. 

The sales manager, with the beginning 
of a new season, suddenly became aware 
of the fact that there was a let-down in 
efficiency. Everybody took a great deal 
for granted. Some, there were, who had 
reached a lazy indifference to progress. 
If they continued to make as much as 
they had always made, they were satis- 
fied. Initiative was dying on its feet. It 
did not occur to them that they could 
help themselves further by bringing still 
greater business to their house. 

Then the sales manager had a hunch. 
He gradually got in touch with young 
women who were willing to enter that 
line of work. He encouraged them, “kept 
school,” that they might learn the game. 

Two months after the new scheme was 
in operation, one of the young women 
had chalked up a sales record second only 
to a seasoned chap with a padded terri- 
tory. Her returns, on the investment of 
her own time—and she worked on com- 
mission only—sometimes mounted to over 
one hundred dollars a week. 

All of which, as a mere personal rec- 
ord, does not interest us. 


What does stir the business pulse is 
the fact that propaganda was inaugur- 
ated. The men became both jealous and 
ashamed. It hurt to have a woman get 
the best of them. Reminded of it, they 
dug their spurs into the commercial 
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Pegasus and drove a good deal faster 
along the road. The better the record of 
the women on that particular sales force, 
the wider awake became the veterans, 
the Rip Van Winkles who had so long 
been satisfied and reluctant to do more 
than had always been done, via regular 
routine. 

And the contention is made that the 
moment a sales force becomes too self- 
satisfied with what it does, that same 
moment either a new sales manager is 
needed, or a new system, which will 
prove to a body of men that “doing well” 
is nowhere near as important as “doing 
constantly better.” 

We take issue with the idea that there 
is a prejudice against women as sales 
factors. 

That old, old story, of intrusion of the 
sex appeal, has ceased to be important. 
There never was much vitality in it, 
though the supporters of the theory were 
strong numerically. 

The first really important thing that 
was ever written on this subject, was a 
book the name of which, because it was 
unusual, cannot be called to mind at ran- 
dom. 

The significant fact about this book, 
however much of it might have been fic- 


real 
some fif- 


tion, was that it told a story, of a 
woman, a pioneer in her field 
teen years ago. 

This woman, who has been, essentially, 
a home-maker, was thrust upon her own 
resources through a series of unfortunate 
circumstances. 

She began work in an organization 
entirely strange, and somewhat hostile 
to her. She succeeded because she had 
to; that young son of hérs needed a col- 
lege education, and she was determined 
to give it to him. 

From an inside job as a stenographer, 
she worked her way to the sales force, 
and because she found it paid to observe 
closely what happened in the store of 
every buyer in every town she visited, 
she got results. Ideas which came to her, 
she passed on to the home office, ana 
more and more of the styles turned out 
were under her direction, until they 
found they needed her too much in the 
office to permit her long trips out, and 


held her at home by making her an 
officer of the company. Never, in the 
years in which she traveled, was she 


given any more opportunities than she 
made for herself. 

Better than fiction, however, is the 
truth which presents itself when we re- 
view the work of our many colleagues; 


Miss Epitu A. BOWER 


Ask any McCaskey register man about the top-notchers in the McCaskey organiza- 


tion and he will mention Edith Bower. 


During her father’s lifetime Miss Bower 


used to help him at the office. When he died she took hold, and while the folks back 
at Alliance were debating over what man to make Division Manager at Pittsburgh, 
Miss Bower, single handed put over one of the biggest deals in the history of the 


company. The “boys” swear by the “boss.” 
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He Put It Across with 
the CLEVELAND'S Help 


And here’s his testimony: “I can put 
my sales story across more quickly with 
this portfolio—samples, prices, catalogs, 
etc., are arranged right where I need 
them. And the genuine leather finish 
adds to the quality impression of my line; 
in fact, my buyers often comment on its 
appearance.” 

The CLEVELAND PORTFOLIO is his silent 
order-getter. YOU can put it to the same use—its 
appearance makes the right impression while you 
develop your sales talk around its contents. 


CLEVELAND 


Portfolios and Bags 


Cleveland portfolios come in a variety of styles 
with various interior arrangements—there’s one 
exactly suited to your use. Made of rich, attractive 
leather, durably stitched thruout, they are prepared 
to stand years of service and hold their shape. 

Our complete line of traveling bags, suit cases 
and sample cases, made of finest leathers, is 
designed to fit the needs of business men. Or 
we'll make them to order. 


Sales Managers—Save 


By standardizing on Cleveland Portfolios and Bags 
for your salesmen. At the same time you provide for 
them the best equipment for your particular line. 


Send for Free Booklets 


“Portfolios” is a book that will show you how to 
equip your men for bigger sales—illustrates the 
Cleveland line. Write for it today, telling us 
whether you are interested in Portfolios or Bags. 


$19 2 


GENUINE BLACK 
WALRUS 


Extra quality genuine black shrunk walrus 
hand sewed frame, full leather lining 
18 inches $19.75 
20 inches $20.75 
Shipped prepaid. Cash with order. 
We absolutely guarantee to refund 
complete purchase price if not 
entirely satisfactory 


The Cleveland Leather Goods Co. 
Cleveland, Ohio, U.S. A. 
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women who “jumped in with both feet” 
and have shown that they intend staying 
in the places which they’ve made for 
themselves. 


Several times a week, recently, we hear 
that Miss B. has just landed an order. 
Somebody wants to know how she does 
it, and phones to find out, only to be told 
by her assistant that this woman has 
“just been called out of town” to figure 
on some new work there. And you won- 
der if she’s coming back again with an 
order, and aren’t at all surprised to hear, 
a few days later, that she has. 


Miss B. sells printing, and the very 
way in which she goes about it spells 
success. She just keeps everlastingly at 
it. One sees her only on rare occasions 
without a smile, and she’s always ready 
with a friendly word of greeting. She 
always has some news to pass on; 
whether it be something she has read, or 
somebody else has told her, or an idea 
which, in its initial stages sounds good, 
and developed, brings corking results. 


She lives her work, putting her heart 
and soul and every ounce of surplus 
energy into it. And, because of this won- 
derful zeal she’s gaining a lasting repu- 
tation in some of our biggest cities, and 
her latest triumph was the landing of a 
two-year printing contract for one of the 
largest mail-order houses in the country. 


The reputation she’s earning is all to 
the good. Ask anybody what kind of 
service Miss B. gives you, and you'll be 
informed that it’s the best kind of print- 
ing. The finished product is always like 
the sample submitted, and more than 
that, she has never yet failed to deliver 
the goods on the promised date. 

Mrs. L. is engaged in an entirely dif- 
ferent kind of work, and she’s a little 
more fortunate than most women in 
business. She belongs to the class of 
people who don’t have to work, but get 
such a lot of joy out of doing it that, 
once they get started, they never want to 
stop. 

She’s the sort of woman who is 
possessed of a charming personality, a 
grace that is inborn, a refinement bred 
of generations of just such people as 
she, and an unsually pretty face, that her 
ability as a saleswoman never necessi- 
tates her using, to influence a sale. 

To begin with, she was a society 
woman, born in a family whose Father’s 
income always provided for all the neces- 
sities and most of the luxuries of life. 
Sent to boarding and finishing schools, 
and making her debut at the usual age, 
she was married within the course of a 
year or two. 

Her difference from the type repre- 
sented, lay in that she never permitted 
her mind to stagnate. The average 
woman born and brought up under such 
conditions might never let her brain 
travel further than to decide upon what 
matinee or concert to select for the 
afternoon’s entertainment, or whose invi- 
tation to tea would be most acceptable. 

From the beginning, this woman, ordi- 
narily designated as a hot-house flower, 
took a lively interest in the affairs and 
business transactions of her husband. If 
her dinner guests were men, she proved 
she could hold her own in their conver- 
sations. Their subjects interested her, 
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Miss HELEN M. HI 


Rotogravure advertising is admittedly 
hard to sell, but if you have ever been 
solicited by Miss Hill on behalf of the 
syndicated newspaper sections of the 
Gravure Service Corporation group you 
know why it is easy for her to get busi- 
ness. During the war Miss Hill was a 
pace-maker in_ selling war savings 
stamps. She is president of the League 
of Advertising Women of New York. 


and the suggestions and ideas she offered 
were mighty worthwhile in the ways of 
dollars-and-cents - returns. Often she 
proved that “two heads are better than 
one,” and that the unbiased viewpoint of 
an outsider is often 2 splendid asset. 


When, therefore, at the death of her 
husband, she assumed the Presidency of 
the corporation in his stead, people who 
had known of her interest in the busi- 
ness were not entirely flabbergasted. 


What has amazed them is that this 
woman has increased the business of the 
company, in the course of three years, 
not less than 40%. It was not by sitting 
at her desk eight hours a day, either. 


If one of her men on the road is having 
difficulty in closing a contract, and wires 
the home office for assistance, it is not 
the vice-president, nor the treasurer, but 
she, who goes, and her arrival on the 
scene of action makes the contract a cer- 
tain-sure thing. Those who know her 
have ceased to wonder what she can do 
—they know! 

She stepped into a big position, at the 
start, but she is holding her own because 
she made a point of learning every last 
little detail connected with it, and that is 
one reason why she can close the bug- 
bear contracts. 


It is her convincing manner, sponsored 
by a knowledge of her business, which 
gets the name on the dotted line. There 
is no man in her field, nor any of her 
clients, who can possibly venture to say 
that sex appeal has anything to do with 
it. 

The next business woman who comes 
to mind, after Mrs. L. is one whose sta- 
tion in life, assets in bank, attractiveness 
of personal appearance, and everything 
else of which Mrs. L. is possessed, can 
not be compared. But her versatility is 
something which one who knows her, 
greatly admires. Greater even than her 
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versatility is the courage with which 
she “fares forth to conquer.” 

With only a year-and-a-half’s reputa- 
tion as a free lance copywriter, she is 
really a remarkabie saleswoman. Every- 
thing she has written, in the way of copy, 
is considered specially good, and she 
writes for no particular industry. 


Graduate of a correspondence course 
in advertising, she began her career in a 
very small town in a very small way. 
She wrote convincing copy for a smal] 
advertising agency, on a small salary, 
with which she wasn’t at all satisfied. 
Necessity, as oft-quoted Mother of In- 
vention, fosters many wonderful ideas. 
This woman’s came when she decided 
that she ought to be able to sell her 
services at a good price, if the copy 
which she wrote brought numerous in- 
quiries and resulted in sales for the ad- 
vertiser whose stuff she wrote. 

Her first big sale was her service to 
a department store whose advertising 
resembled, in many details, the type of 
copy with which she was most familiar, 
at double the salary she had drawn in 
the advertising agency. 

Her time was not entirely taken up 
with department store advertising; hence 
she devised a means to fill the loopholes. 

With the aid of the staff artist, she 
designed a letterhead, which is unusually 
attractive. A facsimile of it appears in 
two of the best known advertising papers 
in the country, in which this woman ad- 
vertises. It tells, in a few words, set in 
distinctive type, just what she does and 
how she does it. 

The advertisement has been so suc- 
cessful, that she has forsaken the depart- 
ment store for the life of the free-lance, 
and offers to write and advise on any 
subject on which the woman’s viewpoint 
is pre-eminently valuable. 

In line with this sort of work, is that 
of a woman who has become known to 
buyers of dry goods throughout the 
country, through the medium of the 
house organ which she edits. 

It was less than a year ago that this 
newspaper woman, with four year’s re- 
porting experience behind her, first ap- 
peared in our Big Town. Business depres- 
sion had hit the City hard, and it was 
all a woman who was known, and had 
friends who could scout for a job for her, 
could do to get one which paid a salary 
assuring her of a comfortable living. 

Yet, this woman, refused to be discour- 
aged by the rebuffs she met. She kept up 
her search until she found the kind of a 
job she wanted, and succeeded in selling 
her services at a pretty figure. 

Incidentally this job, since it came into 
being some five or six years ago, was 
never before held by a woman. The men 
who preceded the present editor, never 
lasted more than six months at it Isn’t 
this sufficient proof that one more link in 
the business chain has been strengthened ? 

Thus far, we have dealt successively 
with a saleswoman of printing whose 
business is her own; the woman who 
stepped from society into the presidency 
of a going concern and kept it growing; 
the free-lance copy-writer who sells her 
own material, and the house organ editor 
who has made a good position of her job. 

(Continued on page 358) 
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Doing Business 
Blindfolded 


—and its Awful Cost 


HOUSANDS of businesses suffer from blindfolded methods—a 
continual groping for hidden records! And worst of all, many ex- 
ecutives don’t seem to realize the awful cost of this condition! 


That was the case with a Cleveland firm. They had important records to 
which they referred continually, yet failed to realize the cost of handling 
them. A test under actual working conditions disclosed a tremendous loss 
of clerical time—40% of it totally wasted! ; 


That condition is typical of thousands of businesses. The aggregate loss 
is enormous-—unbelievable! Does that condition exist in YOUR business? 


Visible Index Systems 


remove the blinds from business records and place them IN PLAIN 
SIGHT, instantly available. Instead of taking minutes to find a given 
record, it is only a matter of seconds. The actual saving in labor cost 


alone is tremendous. = pang systems of Plain Sight Methods 


millions of dollars for thousands of firms. It makes no 
difference whether your problem is Sales Records, 
Purchase Records, Stock Records, Perpetual Inventory, 
Customers Ledger Records, or some other important 
business data, Rand Visible Index Systems can help you. 


Get The Facts 


Fill out the coupon, attach a sample of 
your present records, and ask us to show 
how Rand Systems can help you. There’s 
no obligation. Mail the Coupon Today. 


RAND COMPANY, Inc. 


606 Rand Building 
North Tonawanda,N.Y. 


Originators and World’s Largest 
Manufacturers of 
Visible Index Equipment 


are saving 


A good example of business records 
simplified through plain sight in a 
Rand Traco Cabinet. Every index 
item plainly visible, hence instantly 
located. Cards easily removed and 
returned to transparent faced pock- 
ets. More serviceable because easily 
seen. 


Fill Out and 
Mail Today 


illite ee ieee eat 


RAND CO., Inc., 606 Rand Bldg. \ 
North Tonawanda, N. Y. .¥ 
Gentlemen: Please send Free Booklet \ 
for Executives and explain how Rand 
Visible Index Systems can handle records, 
as per enclosed sample. 
Firm Address... 
Address...... 
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Supreme in Oklahoma: THE DAILY OKLAHOMAN - THE OKLAHOMA CITY TIMES 


These Two Papers Dominate 


A Six Billion Dollar Market 


No other area, so large, so thickly populated, so rich 
in natural resources and so prosperous, is covered 
so thoroughly by two newspapers as the State of 
Oklahoma is dominated by the Oklahoman and 
Times. 


Beginning with the campaign for statehood, the 
Oklahoman’s record is one achievement after 
another in the interests of public welfare. As a 
result unquestioned confidence has been established 
throughout Oklahoma’s 70,000 square miles. 


Hence manufacturers can cultivate Oklahoma best 
by concentrating their advertising effort in the two 
big newspapers—The Oklahoman and The Times. 
With almost negligible duplication, these papers, one 
published mornings, the other evenings, cover Okla- 
homa at the lowest milline rate in the state. 


Right now, the market, the media, and business 
conditions in Oklahoma are right for successful 
campaigns to introduce new brands and _ to 
strengthen the demand for established lines. 


“Circulation Facts,” an analysis of circulation just 
completed, shows where every copy of the Okla- 
homan and Times is read. May we send you a copy? 


Introductions, Routings 
Surveys to Assist You 


The Development Department 
of the Oklahoman and Times 
is prepared to give you defi- 
nite assistance. 

Our “Dealer Introduction” 
plan, furnished to advertisers 
who want to cultivate the 
market intensively enough to 
give us noncancellable con- 
tracts, saves time and greatly 
increases the sales volume 
over ordinary methods. We’ll 
gladly submit an analysis of 
this plan on request, as well 
as information to back up 
our argument. 

Although intended primarily 
for advertisers we will gladly 
offer your men our routing 
lists which reduce to a mini- 
mum the time required to 
cover Oklahoma City gro- 
cers, druggists, tobacconists 
and confectioners. 

If you want to know more 
about the Oklahoma market 
for your individual product, 
we will furnish it. A number 
of exhaustive surveys have 
just been completed. If your 
product is not among them 
we will undertake to study 
the field for you. 


Members 


A. 
B. C. 


THE OKLAHOMAN & TIMES 


MORNING, EVENING AND SUNDAY 
Oklahoman Bldg. Oklahoma City 


Representatives: E. KATZ, Special Advertising Agency 


NEW YORK CHICAGO KANSAS CITY ATLANTA SAN FRANCISCO 
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When An Otherwise Good Salesman 
Shows Bolshevik Traits 


Three Other Sales Managers Tell of Experiences Similar 
to that Related by Mr. Boulden in May Issue 


He Needed a Jolt and 
He Got One 
By G. E. Widner 


General Sales Manager, Agar Mfg. Corp., Brooklyn 


WAS very much interested in the 

article by Mr. Boulden in the last 

issue of “Sales Mariagement.” Ar- 
ticles by sales managers giving their 
actual experiences with different types of 
salesmen are always very interesting to 
me. I recall an incident that happened 
with one of the best men on our force 
some years ago. His loyalty was unques- 
tioned, his sales ability was excellent. As 
a worker he had fast developed into the 
class of a gentleman of leisure. I try to 
do everything around here by suggestion, 
and endeavored in this instance to lead 
rather than drive the man. I happened 
to know him very well. I didn’t want to 
lose him, and I talked to him for a period 
of about six weeks on the basis of giving 
me personally a square deal. After each 
interview he would leave my office with 
the fixed conviction that he was going to 
mend his ways, and for a period of three 
days he would literally work his head off. 
Then the balance of the week, the same 
old trouble would crop up again. 

I finally decided that he needed a jolt, 
and a good one, so I invited him into my 
office, fired him, and told him I never 
wanted to see him again, and refused 
absolutely to discuss the matter further. 
I hoped and believed he would come back 
the next day. He did at 8:30 in the morn- 
ing. The jolt like some vaccinaticns, had 
taken, and I received every assurance 
that there would be no recurrence of the 
former trouble. He was put on probation 
for one month. 

This happened a year ago. Today the 
man is one of the hardest workers we 
have on the force. 


One Way to Turna Knocker 
Into a Booster 
By J. A. McNamara 


Formerly Sales Manager, Grant Motor Car Corp., 
Cleveland 

HEN I find a salesman of the 

bolshevik type in our organiza- 

tion I first try to determine 
whether he is a man whose abilities are 
simply misdirected or whether he is an 
I. W. W. whose criticisms are advanced 
to cover up his inability to get the busi- 
ness. If the latter, I feel that it is waste 
energy to try to bring him around but 
I am inclined to give the salesman the 
benefit of the doubt, because first of all 
he has sold himself to me in order to get 
his position and second we have made an 
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investment in his training which it is 
poor business to throw away if it can be 
saved. 

If he is one of those men with ability 
who have fallen into the habit of knock- 
ing, I begin the campaign to convert him 
by taking his knocks seriously, consider- 
ing them not as a knock but a construc- 
tive criticism for which he should be 
commended and for which he is com- 
mended in the weekly sales letter. The 
psychological effect on him of such action 
is evident. It disarms him. Usually there 
is some worth in his knock and not in- 
frequently attention is called to some- 
thing which should be corrected, so that 
from a straight business standpoint, it is 
logical to consider carefully every knock 
or suggestion from a salesman. If the 
“knock” is the result of lack of knowl- 
edge of all sides of the matter in ques- 
tion I write the salesman a detailed 
letter advising him just why it is impos- 
sible to comply with his suggestion but 
commending him for his interest and in- 
viting further criticisms whenever he 
sees anything that needs changing. By 
consistently following the policy outlined 
above, I find that in a short time, the 
salesman, if he really has the worth, 
begins to feel that he has a real say in 
the policies of the company and that 
when he makes a suggestion the “House” 
is all attention. Consequently he becomes 
a little more careful in what he says and 
a little more thought is given to his 
knocks before they are made. Gradually, 
without his realizing it, he becomes a 
booster interested in the success of the 
company and keen to assist in its growth 
and progress. 

I find that giving prominence in the 
weekly sales letter which I send out, to 
suggestions made by any of the men, is 
one of the best possible tonics to con- 
structive effort. Another salesman will 
make use of the suggestion and write in 
to the house about it. His letter is re- 
ferred to the first man, it touches his 
pride and what is more important, it 
mollifies him to the extent that he is in 
a receptive mood for suggestions that 
may be made by some of the other men. 
3y thus linking up one man with another 
a chain of enthusiastic workers is formed. 

I believe “Sales Management” is a 
magazine of much real value to sales 
executives and I will be glad to have you 
call on me at any time that I may be of 
assistance. a 

“Your book on ‘Market Analysis Data’ 
is a gem of beauty and a veritable gold 
mine of information ideally arranged. I 
think I got fifteen dollars’ worth of good 
out of it within half an hour after it 
arrived.”—Reid Wilkin, Sales Manager, 
the American Art Works, Coshocton. 
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Most Salesmen Will Respond 
to Reasoning 
By Frank Stratton 


Sales Manager, D. L. Auld Co., Columbus, O. 


R. Boulden has brought out a 

number of good points in connec- 

tion with handling the salesman 
who has shown bolshevik tendencies. It 
is a problem that all of us who are in 
charge of salesmen must face some time. 
It has been my experience that too often 
salesmen are discharged without a sales 
manager making any real effort to 
straighten him out. 

Ist: A Sales Executive is such presum- 
ably because he is a better man than 
those under him. Nature does not permit 
any one to become a father or a 
until he or she has presumably reached 
the age and acquired the education and 
experience which is superior enough to 
deal with the shortcomings of infants 
and children. Parenthood demands a 
tremendous amount of firmness, 
tolerance, diplomacy and “salesmanship.” 
The more these qualities are 
and exercised by parents, the better are 
the results. 

In business the relation of 
ager and salesman are quite analogous 
—the same qualities which mark the suc- 
cessful parent marks the successful 
executive. 

2nd: Unfortunately, executives 
too frequently take refuge behind their 
authority in dealing with inexperience, 
incompetence or Bolshevism, instead of 
appreciating their responsibility in such 
cases. 

It is easy and expeditious to fire—it is 
arduous and vexing to train. The forme 
is an exercise of authority, the latter an 
exercise of responsibility. 

Third: Much has been said about gain- 
ing the confidence of the men, but little 
is understood of its real meaning. It is 
often understood to mean that the men 
are made confident that the manager is 
a big man, has loads of experience, can 
do big things, ete., all of which merely 
sets him on a pedestal as a creature un- 
like the common man—a wizard—some- 
thing different. 

This is not my idea of confidence. Con- 
fidence in this sense, is that state of 
mind or attitude towards a_ superior 
which prompts one to confide in him. My 
child does wrong. It does not hesitate to 
make a clean breast of it. It has no fear 
I will beat it, notwithstanding it may 
suffer shame. It has confidence in me, 
hence it confides in me. 

Winning the confidence of salesmen is 
creating in them an attitude which 
prompts them to come clean regarding 
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any failure to get business, or mishand- 
ling of a situation or other dereliction— 
bearing their shame, but manfully facing 
the consequences. Such men can be 
taught. 

Fourth: Down deep in the nature of 
even the Bolshevik is the desire to have 
friends, and to be friendly. He will, and 
does, fraternize with somebody. He is 
sensitive to real or fancied injury and is 
responsive to square dealing. 

It costs money to secure men, more 
money to train them, all of which is lost 
if the man is fired—and the manager 
finds himself with a hole in his organiza- 
tion which must be plugged up, and he 
has no assurance that the next peg he 
selects will fit the hole any better than 
the one he had. 

Whether hired or inherited, the Bol- 
shevik should be studied, worked with, 
molded and every reasonable, and some 
unreasonable, effort put forth to bring 
him in line before firing him. 


To fire without first doing this is a 
confession of indolence or inability on 
the part of the Sales Manager. I have 
great faith in the sense of fairness pos- 
sessed by all men. Now and then this 
faith may be abused. But in the vast 
majority of cases it will be properly re- 
warded; therefore, I should say that 
“authority” should be locked in a vault 
and the key laid away where it is diffi- 
cult to find, but that responsibility should 
sit with and counsel the Sales Manager 
throughout his entire day. 

Fifth: Teach men to reason and they 
will be reasonable. Only in extremely 
aggravated cases of self chesen perver- 
sity is it wise to sacrifice a man. If a 
man elects to journey through a wilder- 
ness, he cannot complain if he encounters 
thickets, bogs, swollen streams or other 
obstacles. His job is to overcome and 
press on. 

If the same man accepts the title and 
emoluments of a Sales Manager, no more 


clerks. 


Ideas, Plans, 


A Help for 
Sales Managers 


@ This organization is affording a welcome 
assistance to sales managers—helping them 
develop mail selling plans that influence 
sales and reduce the cost of selling. 


q Weare making market surveys to deter- 
mine demand, compiling data on which 
quotas can be established, working out mail 
sales plans for helping salesmen, getting 
‘between calls” business, developing mail 
order business from small town territory, 
Stimulating dealers, and reaching dealers’ 


@ Let us explain how our service is helping 
other sales managers—consider how our 
organization can benefit you. Write today. 


- 


Buckley, Dement 6.Co. 


Writing Copy, 

—— Direct Advertising= 

Adina, Merchandising=Counsel 

Mailing 1308 Jackson Blvd.=Chicago 
” | 
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can he complain because this man failed 
to produce, that man bungled or another 
man is undisciplined. If he is fit for the 
job, he will cure the trouble with the 
least expense to his firm, and with each 
cure leave behind an improved morale 
and more efficient crew, pressing on to 
more trouble and further achievement. 


Getting Salesmen to Loosen 
Up at Sales Convention 
By Ray B. Goetz 
ta of the problems in conducting 


a sales convention is to get the 

men who have something worth 
while to say to talk, and to put the brakes 
on those who have nothing to say but per- 
sist in talking at the slightest provoca- 
tion. Theoretically it should be*easy to 
do this. But as every sales manager 
knows who has had experience in con- 
ducting conventions the men who do the 
really worth-while things in a sales or- 
ganization are the least inclined to talk 
about themselves. 


One sales manager, whose conventions 
represent an outlay of many thousands 
of dollars, says it is his experience that 
everything depends on selecting subjects 
which are close to a salesman’s heart. 
Let him talk about something at which 
he has made considerable success be- 
cause he will feel more at ease and more 
confident. Another sales manager assigns 
a single subject to several men, telling 
them that they will be expected to handle 
the discussion along that line. He states 
that this gives them more confidence and 
more courage, for they feel the respon- 
sibility is divided, and that what one man 
may miss in his talk, will be handled by 
one of the others. It is the confidence that 
is borne in numbers—crowd psychology 
as this sales manager terms it. 


Another sales manager of a small or- 
ganization arranges his men, numbering 
about thirty, in a semi-circle. When the 
discussion starts, he does not require his 
men to get up on their feet, but allows 
them to remain in their seats and fire 
their questions from there. He feels that 
he secures greater response because the 
salesmen feel less conspicuous and more 
at ease. 


The president of an eastern concern 
claims that he sets his men at ease by 
having them read their assignments. This 
method while diverting the salesman’s 
attention from thought of himself to the 
paper at hand is not commended by most 
sales managers. 

Not so long ago a sales manager re- 
ported great success with his “Spelling- 
Bee’ plan where several men were on 
their feet at the same time. These sales- 
men were selected from the audience, 
brought up on the platform, while the 
sales manager fired questions in regard 
to the product, first at one—then the 
other. The first man who missed was 
counted out and had to step to one side. 
Where rival teams are selected, great 
rivalry can be created, and this always 
gets the men to feel that they are really 
taking active part in the program. 
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Suppose Nature Made 
Grey Oranges 


If oranges were grey, do you think they 
. would be as popular as they areP Go into a 
fruit store, and ten chances to one you'll select 
oranges. You will, because of their brilliant, 
genial look. It is almost irresistible. Yet few 
realize that color makes it so. It is the 
wrapper covering the liquid joy inside that 
carries the urge to buy. 


So it is with most merchandise. Once 
people know about the goods protected by a 
distinctive package, they will continue to 
identify that piece of goods by the design of 
the box or label. It takes experience and a 
peculiar knowledge of color and its possibili- 
ties to create successful packages. 


That is our business. We make folding 
boxes and labels with that something which 
attracts the eye to a first purchase and serves 
as a reminder of the repeat. We make all 
sorts of advertising helps too—cut-outs, hang- 
ers, posters, window trims, streamers, counter 
displays and inserts for catalogs. 


T he fruits of our ability supply 


We invite advertisers and advertising the Nation through plants at 
agents to consult with us about new packages CINCINNATI 

and improvements on old ones. Orders of all BALTIMORE 

sizes are welcome here, and we have many a BROOKLYN 


big customer who started small. If you will 
write to us regarding your color printing, we 
will give you full information, promptly. 


The United States Printing 
and Lithograph Company 


Color Printing Headquarters 


CINCINNATI BROOKLYN BALTIMORE 
15 Beech Street 95 N. Third Street 20 Covington Street 
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Why We Started to Advertise Now 


By One of the New National Advertisers 


There is a concern in Chicago which makes a business of watching the newspapers and maga- 
zines for new national advertising. This concern sends out reports to publishers and advertis- 


ing agents every month. These reports show many concerns 
advertised before. We asked one concern who was considered particularly “hopeless’’ 


using advertising who 


never 


by the 


advertising solicitors how it happened that they picked June 1922 as a good time to begin adver- 


tising. Here is the story. 


URS is a small business. We are 
listed, I know, in the directories 


of “Manufacturers Above $100,- 
000” but it will be a long time before the 
name of our article breaks into the dic- 
tionary or is used as a handy-name to 
represent all articles in its class, such as 
Kodak and Victrola. 

But we have been moderately success- 
ful. Our profit showing in 1921 would 
have made some of the big corporations 
envious. Perhaps it was our small size 
that saved us when the slump came. We 
had no big high-priced inventory to write 
down and we have never pleased our van- 
ity by having colored flunkeys in uniform, 
and other interesting doodads that run 
up overhead expenses. 

We have never .advertised until this 
year, although we believe in advertising. 
In fact, I might say we have been 
successful in spite of the fact that we 
did not advertise. 

This year we are expanding and I 
believe that our policy is going to be 
justified by results. I think that we are 
on the up-grade of a business revival 
and that by starting our advertising now, 
we will be swimming with the current. 

In 1919 our business had become quite 
soundly established and we were impor- 
tuned by advertising solicitors. I did not 
start at that time because I saw so many 
indications that the boom in business was 
nearing its end, and that there was an 
unhealthy expansion in all lines. I felt 
that we should watch our step until 
things had settled down. 


Our Friends Thought We Were Foolish 


At that time a great many of my very 
good friends said that we were foolish. 

They were spending money right and 
left, enlarging their factories, and plow- 
ing money into the field of advertising. 

These same fellows say that I am 
foolish now to begin my advertising be- 
cause, as they see it, business is prac- 
tically dead. To them advertising must 
be a sort of interesting toy or plaything, 
a trip to Palm Beach or a sea-going 
yacht—something to be indulged in when 
they are flush with money; but to be 
stopped off short when buyers grow 
wary. I don’t agree with them. They 
advertised in 1919 because they had 
money to “spend;” I didn’t advertise then 
because my business wasn’t ready for it 
and because without advertising I had 
more orders than I could handle. 

The editor of “Sales Management” has 
asked me to tell why we started to ad- 
vertise at this time. 

It really is a good deal like the expla- 
nation of how some salesmen get business 
on Saturday morning when their com- 
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petitors know that business is not to be 
had and therefore are not working. 

Some very interesting propositions 
were made to me by representatives of 
various publications who wanted me to 
break into their pages in the next issue. 
I was tempted several times to plunge 
on the basis of their recommendations, 
but reflection showed me that it was a 
foolish thing to do. 


Before these space men got through 
with me they had me pretty much up in 
the air about advertising. They were 
agreed about only one thing—that I 
ought to advertise. But how they did 
affectionately pat each other on the back 
—with blows that sunk in like an ele- 
phant’s front feet on a freshly sodded 
lawn! 

I would let a newspaper man in and he 
would try to convince me that a cam- 
paign, consistent (how he did love that 
word—and I don’t blame him) and with 
big space, would solve all my problems 
and double our dividends. 


Everyone Knocked Someone 


As he passed through the reception 
room a magazine man would see him. If 
I let the latter in, he would try to sell me 
on his magazine, and before he let up 
he’d throw in some friendly advice about 
how not to advertise. “I suppose some of 
the newspaper men will try to get you 
to spend some money with them, but if I 
were you I wouldn’t go into that medium 
—there’s nothing in it—unless you have 
a lot of money to throw away. They’re 
too expensive. With my magazine you 
can cover the whole country for what it 
would cost you for even a little space in 
any of the big city newspapers.” 

And so it went. A poster man would 
knock the newspapers, a street car man 
the poster fellows—and so on. 

Among them all they almost con- 
vinced a perfectly good prospect that it 
would be unsafe to advertise in anything. 

Advertising is only one branch of mer- 
chandising and certainly is not a panacea 
for all business ills. And who can pro- 
duce any facts to prove that his form of 
advertising — newspapers, magazines, 
posters, cards, displays, direct mail—is 
the ONLY way or the BEST? Before I 
attempted to do any advertising I wanted 
to go over my ground and find out just 
what kind of fertilizer was needed. 


So I did two things: I conducted an 
investigation of my own among present 
and prospective dealers and among con- 
sumers, to find out just what kind of 
advertising would be most effective, what 
dealers wanted and would use in the way 
of tie-up material such as window dis- 
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plays, advertisements in their own news- 
papers, etc., what the consumer thought 
about my product, and its quality and 
price as compared with other similar or 
allied lines on the market, how big a field 
I should try to cover in my first adver- 
tising campaign, what special work was 
needed with my own selling force to 
make the advertising most effective 
and many other things along these lines. 


The second thing that I did was to get 
some competent outside advice. I saw 
our own proposition very clearly but I 
know when a fellow looks only in- 
side his own business, he becomes blind 
to many talking points and many weak- 
nesses that are perfectly obvious to an 
outside man. I further realized that I 
did not have, by any means, a corner on 
all of the good ideas. 

So I put my problem up to an advertis- 
ing agent who had men capable of ana- 
lyzing a merchandising situation and 
then working out ways and means to 
make sales efforts most profitable. 

I did not expect the advertising coun- 
sellor to take the place of my own rea- 
soning powers. There are many things 
about my business that he will never 
know, because he cannot get close enough 
to it without actually getting into it and 
doing the work that I am doing, but I 
found a man with whom I reached a 
perfect understanding, and we have been 
working as allies. I respect his ability 
as a technician in a line with which I am 
not intimately familiar and I respect his 
ability to present facts and pass judg- 
ments from an outsider’s viewpoint so 
that I could have a good check on the 
validity of my own impressions. 

We Are Starting Conservatively 

This agent is not trying to maneuver 
me around into investing a fortune at the 
start. We both agree that since my line 
has never been advertised before a rea- 
sonable doubt must exist as to what type 
of advertising and what kind of media 
will be most effective. 

At school I was very much interested 
in the course in Elementary Chemistry 
and since that time I have applied the 
test tube idea in business. We are doing 
it right now in our advertising work— 
trying out different kinds of copy and 
different kinds of territories and classes 
of people, and when this testing is fin- 
ished we will be ready to go ahead in a 
big way. Then I will be convinced that 
the future advertising has an excellent 
chance of being successful and our ad- 
vertising agent will know that his profits 
will increase in direct proportion to the 
benefits that we gain through our adver- 
tising. 
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Section of Ohio Map 


Visualize Your Sales 
Territory With 


BLUM’S 
COMMERCIAL 
ATLAS 


It will help you— 
—locate new selling territory 
-—pick out the live towns 
—route your men more 
economically 
—find the weak points in your 
territories 
—make each salesman more 
productive 
Price, Linen paper, 17x22 in., $25.00 


Junior Edition, 12x14 in. $15.00 
Y 
Wall Map of U.S. 
Our wall map shows all towns over 3,000 


throughout the entire United States to- 
gether with railroads and distances. The 
type styles differentiate between the vari- 
ous size towns. This map is particularly 
adapted to the use of salesmanagers, as it 
gives a birds’ eye view of the entire coun- 
try. The size of this map is 84x60 in. 


Pocket Edition of U.S. Map 


showing every town from 20,000 up 
—20x30 in., 75c—29x37 in., $1.50. 


Pocket Map 


Our pocket map is designed for the exclu- 
sive use of traveling men and shows the 
following: 

Railroad systems and distances between 
towns. 

It differentiates between main lines and 
branch lines. 

It differentiates, by means of type style, 
between towns of 25,000, 5,000 to 25,000 
and less than 5,000. 

It gives the latest population of each town 
together with a key showing the location 
of the towns. 

It gives the leading commercial hotels and 
hotel rates. 

It classifies the towns—whether they are 
industrial, agricultural, university, subur- 
ban or mining towns. 

It gives the leading industries of each town 
in the order of their importance. Price 
25¢ each—at Hotels and Stationers. 


Ask for Catalog F 


BLUM MAP CO. 


3 West 29th Street, New York City 
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Trade-Mark and Good -Will 
Protection 


Subscribers are invited to submit problems relating to registration of trade mark, label 
infringements, etc. If possible, they will be answered in a forthcoming issue. Address: 


Trade Mark Department, Sales Management Magazine, 1801 Leland Ave., Chicago. 


Co-operative Slogans Difficult to Protect 


Rochester, N. Y.—The national association of 
bottlers of which we are members is casting about 
for a sales slogan—-something that will do for us 
what “Say it with flowers’” has done for the 
florists. Is it practicable to restrict the use of the 
slogan that may be adopted? Can there be pre- 
vention of its use by firms that are not members 
of the national association? D. & G. 

Inasmuch as. the laws of the United 
States make no provision for the regis- 
tration of collective or community trade- 
marks, the protection of a cooperative 
slogan presents difficulties. The problem 
is complicated by the fact that in a case 
such as this the slogan is owned or orig- 
inated by non-trading organization, that 
is an institution that seeks to promote 
sales but does not have title of the goods. 
The informal opinion of experienced 
specialists in good will protection is that 
no monopoly can be established in a slo- 
gan such as “Say it with flowers” which 
is used promiscuously from the outset. 
Bottlers would also have their own trou- 
bles in attempting to fence off a word 
such as “bottled” which is needed for 
purposes of specification by the trade at 
large. 


House Names May Conflict Though Not 
Identical 


Springfield, Mass.—Where, through similarity 
of institutional names—say store names—there is 
resulting on the part of the purchasing public 
mistake as to ownership or identity should it not 
be possible to obtain redress in the courts even 
though the competitive house names are not literal 
duplicates? M. F. Co. 


If a registered or registerable trade- 
mark is involved or, if the case comes 
within the jurisdiction of the Federal 
Trade Commission there should be no 
difficulty. The Trade Commission has 
taken action in such clashes as those be- 
tween “Sweater Store” and “Sweater 
Shop.” Only recently the U. S. Com- 
missioner of Patents went equally far 
in the same direction in deciding the 
reason the head of the patent Office held 
case of R. H. Macy & Co., vs., The Macey 
Company Inc. Applying the rule of 
reason the head of the Patent Office held 
that the words “Mac’ys, St. Paul, Minn.” 
and the phrase “Women’s Store of 
Values,” though not identical with the 
registered mark “Macy’s” is so similar 
as to cause confusion. The umpire at the 
Patent Office took cognizance of the fact 
that in one case the surname was spelled 
with an “e” and was qualified by a geo- 
graphical identification, and a descriptive 
phrase but he ruled that this did not 
distinguish the later mark sufficient to 
give it standing on the trade-mark regis- 
ter. For guardians of good will, there is 
an especial element of significance in this 
Macy case in that it is one of the first 
constructive interpretations of the Pat- 
ent Office of the new trade-mark law, the 
Act of 1920. And it sets up the rule that 
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a trade-mark will not be admitted, even 
under the new and more lenient law, if 
it is identical with a registered mark or 
so nearly identical as to be likely to 
cause confusion or mistake. 


No Trade-Mark Protection via 
Advertising Matter 


Cleveland-—Is it a new doctrine that the Patent 
Office has promulgated to the effect that adver- 
tising matter may not serve as a_ trade-mark 
vehicle? I was under the impression that house 
organs and other advertising forms were accepted 
as subject to trade-mark? H. > 


Our correspondent is entirely correct 
as to house organs. Likewise is it pos- 
sible to register trade-marks for cata- 
logues issued periodically. But all such 
advertising forms are trade-marked as a 
class of articles of commerce, viz “prints 
and publications” and qualify for the 
classification even though they are cir- 
culated gratis instead of being sold to 
subscribers. Entirely different is the 
status of the advertising involved in the 
current declaration of principles—sup- 
posing that our correspondent has refer- 
ence to the ruling made in the case of the 
Associated Mortgage Investors, Ince. 
Here there was no attempt to trade-mark 
an advertising vehicle as such. Because 
such mortgages cannot properly be put 
on sale subject to examination in the way 
that goods in general are sold in the 
market it became something of a prob- 
lem to show trade-mark use as required 
by law. The applicant reasoned that in- 
asmuch as the mortgages are sold 
through so-called advertisements or “de- 
scriptive offerings” it ought to be suffic- 
ient to show the use of the mark on 
these ‘“‘descriptive offerings.” To that the 
Commissioner of Patents on appeal said 
nay. He pointed out that it was not 
claimed that the trade-mark was actually 
applied to mortgages but only to “de- 
scriptive offerings.” Clearly, therefore, 
the mark was used only on advertising 
matter and this the Commissioner de- 
clared is not sufficient to entitle an 
applicant to registration under the law. 


No Increase in Trade-Mark Fees 


Phoenix, Ariz.—Under the act passed by Con- 
gress in February providing for the reorganization 
of the U. S. Patent Office what will be the in- 
crease in the fees for filing applications for trade- 
mark registration and label copyright. A. R. Co. 


The changes in Patent Office fees 
which became effective Apr. 19, 1922, 
involve no revision of the present fees for 
trade-mark, registration or the copy- 
righting of labels. Nor is there any in- 
crease with respect to patents on original 
designs—this last a form of protection 
that is invoked by many sales interests 
not only to safeguard the form or, orna- 
mentation of their products but likewise 
to isolate advertising novelties and other 
similar sales aids. 
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“FIRST IN PUBLIC SERVICE” 


MORNING EDITION 


The — to the Rescue! 


A Salesman on Broadway. 


boas 


7 a Up and down. Twice over. Not an order! 
THE 
His Selling Argument: “‘A good product. The 
NEW — best. A proven seller—in other (similar) markets.” 


The Resistance : “No demand. Competing pro- 


| ducts slow sellers.”’ 
ADEQUATE. AND } 


NON-CANCELLABLE | A Fresh Start. Advertising contract placed. 
ADVERTISING Adequate, Non-cancellable. 


-_ Up Broadway again. 


Merchandising Department 


Seventeen Calls in three hours time. Seven out. 
Seven Sales. 


The World Plan Introduction 


A Testimonial: “We were trying to sell an unknown product. You 
showed us how to sell a known quantity — the power of the World 
and The Evening World to move merchandise off the dealer’s shelves.” 


ASK U S about THE WORLD'S exclusive Merchandising features (1) “The World Plan 

Introduction” and (2) the “high spot” system of routing via “The New York World's 
Seventy-three Buying Centers of Greater New York;” also what a sales appropriation of $500, and an 
advertising appropnation of $7,250 of $5,800, or of $2,950, will do for you. 


Che World and Che Evening World have a combined circulation, daily, of 650,000 for $1.20 per agate line 
gross, subjeét to contraét discounts. They carry more dry goods advertising; are read by more jobber, depart- 
ment and chain store buyers, and by more retailers; offer more circulation per dollar and a more concentrated 


circulation; a reader and a dealer influence more localized than any other morning and evening combination. 


Advertise in Newspapers by the Year 


The New York World’s Merchandising Department 


Maller’s Building, Chicago Pulitzer Building, New York Ford Building Detroit 
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Wanted: Builders 
To Head Big Business 
Enterprises 


Is business suffering from 
an over-dose of the “oper- 
ating” type of manager? 
Philip Cabot thinks it is, 
and in the May issue of “The World’s Work” ex- 
presses a positive opinion to that effect. Mr. Cabot 
is not alone in his conclusion. Only two months ago 
the vice-president of the second largest bank in the 
country told us the same thing. For more than three 
years “Sales Management” has constantly urged big 
business to select its managers from the sales depart- 
ment rather than from the operating and financial 
department. The recent appointment of E. G. Mc- 
Dougall as president of Libby, McNeil and Libby; and 
F. H. Dodge as general manager of the Burroughs 
Adding Machine Company is evidence that directors 
are beginning to see the light, but there are still too 
many business enterprises headed by men of the 
operating or engineering type of mind. 


If you take the time to examine the records 
of any big corporation managed by a man whose 
chief aim is to save pennies, you will usually find the 
business at a stand still, or at least losing its mo- 
mentum. That is to be expected, for the operating 
type of manager is forever playing safe. He is like 
the engineer Mr. Cabot mentions in his article who 
never did anything without carefully prepared esti- 
mates of cost, and then he always doubled the esti- 
mates of cost, and halved the estimates of profit 
before reaching a decision. Can you imagine what 
would have happened to the Canadian Pacific Rail- 
way or the Northern Pacific if the men who built 
these roads had been interested only in saving 
operating expense? Can you imagine where the 
National Cash Register Company would be under 
similar circumstances? 


To build business calls for leadership of a high 
order. Such leadership calls for imagination and that 
kind of practical enthusiasm which makes dreams 
come true. These essential qualities are seldom to be 
found in the cold, calculating engineering mind. But 
they are to be found in the sales type of mind. Of 
course, not all sales managers have the necessary 
breadth of vision to make successful heads of big 
business. There are some who would run wild if 
they were turned loose without a governor. But 
there are hundreds upon hundreds of capable sales 
leaders, men who combine great vision with great 
enthusiasm, who are far better qualified to manage 
a business undertaking and carry it through to suc- 
cess, than some of the “safety-first’’ do-nothings 
who have been put in power and are being kept in 
power by penny-wise-pound-foolish directorships. 
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It Looks Like 
A Busy Summer 


It is the opinion of members of 
the Pennsylvania State Bankers 
Association, which held its silver 
anniversary convention in Pittsburgh last week, that 
the impending summer would be one of unusual 
business activity. This confirms a view generally 
held by sales executives, particularly in lines subject 
to summer lulls. President Harding, whose sources 
of information should be trustworthy, likewise pre- 
dicts a busy summer, and promises a decided impetus 
to business by September. The main reason for a 
busy summer is the buying activity on the part 
of both merchants and manufacturers during the 
last sixty days. For over a year business men have 
been buying only sheer necessities. They have been 
short of ready money, and in fear of a falling mar- 
ket. With the swing back of the pendulum, and the 
easing of money generally, buyers are now begin- 
ning to order ahead, a condition in itself which will 
tend to stiffen prices. Indications are that price 
stabilization has already set in, and by the time the 
hot weather arrives, rising market conditions will 
prevail in many lines. With shelves and warehouses 
empty, and money plentiful, it does not require much 
of a prophet to forsee a rush to buy. 


———oe 


Black Cats and 
Convention Speeches 


Of course, no sophisticated 
person pays good money 
for car-fare to hear the 
speeches at a convention. In fact, speeches are to a 
convention what the agonized shrieking of the well 
developed lady is to a movie show—something to be 
put up with rather than sought. The big thing we 
take back from a convention is the friendships we 
have made. But even so, there is little excuse for the 
neglect that is too often shown in the proper plan- 
ning of convention programs. 


A good example of this is the convention of the 
Southern Hardware Jobbers’ Association at New 
Orleans. Here is an industry that is confronted with 
big problems—-problems which touch the very life- 
strings of the business. The matter of building 
dealers into better merchants, for instance, is a sub- 
ject which would in itself warrant a whole morning’s 
discussion. The sales problem in the hardware field 
today is to get the goods off the dealer’s shelves and 
into the consumer’s hands. You cannot sell axes to 
a dealer whose top shelves are loaded with them. 
You cannot sell anything to a dealer unless the 
dealer can see his way clear to sell it in turn to the 
consumer. But look over the minutes of the S. H. J. 
A. convention. What do you read? What was dis- 
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cussed? One man, an axe manufacturer, bemoaned 
the fact that so many of the axes they made during 
the war for use in France were shipped back and 
sold by the government. A screen door manufacturer 
had a terrible wail in wailing about how much money 
he was losing because he had reduced prices. A 
shovel manufacturer lifted his voice to heaven to 
cry out against the dangers confronting the shovel 
trade, since shovels were being sold at less than cost. 
And so it went, page after page. 


fn 
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It is the age old story of the man with troubles 
airing them on the slightest provocation. Nobody 
cares a whoop about how much money you are losing. 
whether your eldest boy has the measles, or you 
have a stomach ache. It was good advice that E. C. 
Simmons gave his salesmen when he told them to 
keep their black cats in the cellar when calling on 
their trade. The same applies to convention speeches. 
What we need is less bellyaching and more construc- 
tive sales building talk. 


O——— 


A Man Who Believed 
In Getting Business By 
Going After It 


Elsewhere in this issue 
tribute is paid to the 
memory of a man, who, 
probably more than any- 
one else, is responsible for the rapid strides made in 
sales work during the last decade. It is true that 
Mr. Patterson was ably assisted in carrying through 
his various undertakings, but nevertheless he was, 
even up to the very last, the great motive force 
behind his business. The main spring of all Mr. 
Patterson’s policies and actions was a deep rooted 
belief that business is always good for the man who 
goes after it. He had no sympathy with the policy 
of waiting for business to get better. ‘People need 
cash registers in times of depression even more than 
they do in periods of prosperity,” he was fond of 
saying, and any man who attempted to explain a 
lack of orders by “conditions” was due for a rude 
awakening. No better evidence can be found for the 
wisdom of this policy than the present status of the 
N. C. R. sales. The National Cash Register Com- 
pany is one of the few concerns in the country who 
did not cut its staff when the slump came, nor has it 
cut wages. A few days before the elder Mr. Patter- 
son passed away, his son Frederick, now president 
of the company, told a convention of salesmen in 
Philadelphia that in spite of other concerns com- 
plaining about business being dull, the sales of the 
National Cash Register Company were greater than 
at any other time in the history of the business! 
How many other business enterprises can say as 
much? 
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Can Ford Dealers Announcements received during 
Sell Lincoln Cars? the week from several “author- 
ized” Ford agencies that they 
are now handling the Lincoln car, in addition to 
Fords and Fordson tractors, indicates that Mr. Ford 
has decided to distribute his Lincoln car, a $3,500 
car, through his Ford dealers. It wili ve uz inter- 
esting experiment in marketing, and one which wiii 
bear close watching. Like many of Mr. Ford’s moves, 
it is contrary to the best experience. It has been 
found by others who have tried to market a high 
priced quality product through a sales organization 
trained in selling a low priced article, that results 
have been disappointing. It is much the same as 
trying to sell the big city department stores with 
small town salesmen. In the case of the Lincoln car 
the plan is especially daring because a salesman 
selling Fords has little if any competition. In the 
case of the Lincoln, however, it is not to be expected 
that the General Motors Company is going to sur- 
render the place held by the Cadillac without a fight, 
and so long as the Cadillac is in the field, selling 
Lincoln cars will not be any order-picking proposi- 
tion. However, Mr. Ford has done many things that 
looked quite as foolish, and it is probable that he will 
succeed in his undertaking. As we have said, it will 
be interesting to see how the plan works out. 
————— 
In our last issue mention was 
made of the need of applying 
the knife to drawing accounts. 
A number of readers have 
written in agreeing with our views. They, too, feel 
that concerted action by sales managers in shutting 
down on drawing accounts would materially curb 
excessive sales expense. The same is true, in our 
opinion, of some of the elaborate sales offices which 
are maintained in different cities. 

Most of the people who take up a salesman’s time 
in an office are not customers, but ex-soldiers selling 
post-cards, or solicitors for advertising in the Fifth 
Annual Picnic program of the Amalgamated Asso- 
ciation of Rag Pickers. In this connection it may be 
interesting to note that no less a concern than the 
temington Arms Company has done away with ex- 
pensive, elaborately fitted branch offices. If the ter- 
ritory is large enough to have permanent head- 
quarters a small office, barely more than desk room, 
is rented. But the soft, over-stuffed chairs and the 
smiling stenographers are conspicuous by their 
absence. Cut out the elaborate offices and put the 
money in advertising and you will be surprised at 
results. A salesman who really wants to work doesn’t 
want to be saddled with office expense. 


Another Place 
To Use the Knife 
On Sales Costs 
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Courtesy of Simon Ascher & Co. 


“This Is An Actual Colored Reproduction’ 


This salesman is one of thousands who are increasing the 
size and the number of their orders by using Underwood 
and Underwood colored photographs. 


They show the article just as it looks —and save the 
expense, worry, and inconvenience of transporting heavy 
trunks. It is a quicker and simpler way of selling, and 
jobbers and retailers like it because they can get at a 
glance the good points of the article. 


The prices are very reasonable, and the quality of the 
same high standard that has made the Underwood name 
world-famous. 


Let us show you how we can help you increase your sales 
and reduce your selling expense by this system. 


UNDERWOOD & UNDERWOOD 


6 East Thirty-ninth Street 205 West Washington Street 
NEW YORK CHICAGO 


(SEND TO NEAREST ADDRESS) 


Send me Free Sample and complete information on how we could use colored 
photographs in our selling work. 


Name Title 


Company 


Address 
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Liability of Employer for 
Salesmen’s Autos 


Supplementing an article regarding 
carrying liability insurance on automo- 
biles of salesmen, even when the auto- 
mobiles are owned by the salesmen, a 
subscriber writes that the reason they 
carry such insurance is to pay for experi- 
enced lawyers when it is necessary to 
prove non-existence of liability. This is 
a point that should be taken into con- 
sideration by every company having 
salesmen who operate autos. He says: 

“The value of Liability Insurance, 
whether it be automobile or otherwise 


_ does not rest solely in that feature of it 


which indemnifies for damages collected 
on account of proven liability. The cost 
of defending claims—even where court 
decisions are in favor of the automobile 
owner, or the firm employing the sales- 
man who operates a car—is a very con- 
siderable item. 


“The insuring clause of an Automobile 
Liability Policy reads as follows: 


DOES HEREBY AGREE 


(1) TO INDEMNIFY the person, firm, 
or corporation, named in statement 1 of 
the Schedule of statements and herein 
called the Assured, AGAINST LOSS 
FROM THE LIABILITY IMPOSED BY 
LAW UPON THE ASSURED for dam- 
ages on account of bodily injuries or 
death suffered by any person or persons 
not employed by the Assured as the re- 
sult of an accident occurring while this 
policy is in force and caused by reason of 
the use, ownership, or maintenance of 
any of the automobiles described in state- 
ment 4 of the said schedule, while used 
by the Assured in person as described in 
statement 6 of the said schedule within 
the limits of the United States of Amer- 
ica and Canada; 


(2) TO DEFEND in the name and on 
behalf of the Assured any suit brought 
against the Assured to enforce a claim, 
whether groundless or not, for damages 
on account of bodily injuries or death 
suffered, or alleged to have been suffer- 
ed, by any person or persons within the 
limits designated in the preceding para- 
graph and under the circumstances 
therein described, and as the result of 
an accident occurring while this policy is 
in force. 


“The Defense Feature, even where it 
may be fairly certain in advance that 
there is no liability, is a most important 
one and the most of this defense service, 
even where the claim or suit is proven 
groundless, is one which the _ policy- 
holder is well rid of. Not only may the 
Company employing salesmen be held 
liable in some cases, but is very likely 
to be sued in almost all cases of serious 
personal injury. 

“Even though the facts are such as to 
make it almost certain that the Company 
will be absolved of liability in a given 
case, it takes experienced lawyers to go 
into the courts and prove the non-exist- 
ence of liability and this service alone is 
worth a substantial portion of the pre- 
mium paid for Automobile Liability In- 
surance.” 
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Dont Ship Ice Boxes 
to the Eskimos 


Get an intelligent, dependable report on the market 
you propose to invade—and assure yourself effective 
co-operation before you march. 


The Chicago Daily News Merchandising Service | 
will report to any reliable advertiser the extent and | 
condition of the Chicago market for his product. | 


The Daily News Merchandising Service does not 
sell for the advertiser, but it will route, advise, 
direct his sales force to the end of giving him the 
maximum of market saturation with the minimum | 
expenditure of time and effort. 


The Daily News Merchandising Service, combined 
with Daily News advertising, completes and perfects 
a circle of commercial efficiency that is unsur- 
passed in any city in America. | 


The Daily News Merchandising Service stimulates 
dealer acceptance for the manufacturer. 


The Daily News advertising stimulates consumer 
acceptance for the dealer. 


The co-operation is friendly, beneficial and efficient 


throughout—proved by the incontestable testimony 
of results. 


The Chicago Daily News 


First in Chicago 


SALES MANAGEMENT 353 JUNE, 1922 


~ ROTOGRAVURE 


On Sunday, July 16th, the Cincinnati 
Enquirer will inaugurate another big fea- 
ture—an eight-page rotogravure section. 
Extensively advertised, even broadcasted 
by radio, the first issue carrying this 
feature will be anxiously awaited. It will 
| be read by more than 90% of the buying 
| power of this prosperous community. 


Three pages of the section have been 

allotted for advertising. Forms for 

the July 16th issue close June 28th. 
Write or wire your reservation. 


The 


CINCINNATI 
ENQUIRER 


One of the W orld’s Greatest Newspapers 


Member of National Newspapers, Inc. 


National Advertising Representatives: 


Eastern Pacific Coast Western ] 
I. A. KLEIN R. J. BIDWELL CO. I. A. KLEIN | 
50 East 42nd Street 742 Market Street Fort Dearborn Bank Building | 
New York City San Francisco, Cal. Chicago, Ill. I] 
| 
= 7 ees 
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Personal Items 


About Sales Managers 


Forward-Looking Sales Managers 
Make This Mammoth Plant Their Chicago Warehouse 


F. S. HuNTING, for many years in 
charge of manufacturing and sales of 
the small motor division of the General 
Electric Company, has been made presi- 
dent and general manager of The Rob- 
bins & Meyers Company, Springfield, 
Ohio, makers of electric motors. Mr. 
Hunting succeeds C. F. McCGILVRAY as 
president. 


H. L. GOoDE has resigned as sales man- 
ager of the Southern Bargain House, 
Richmond, Va., wholesale general mer- 
chandise, to become sales manager of 


Here they store stocks for immediate deliveries to their Chicago 
customers or for reshipments to their Mid-Western clientele. 


Blumberg Brothers Company of Balti- Their Chicago Sales Representatives spend their time in selling, 
more, Md. D. H. HazLEwoop has suc- not in distribution detail. The Largest Public Warehousing Unit 
ceeded Mr. Goode at the Southern Bar- West of the Atlantic Seaboard is their warehouse and shipping 


gain House. rooms, and does the distributing job at far less cost and with 


‘ ™ sites shied much more efficiency than they could do it themselves. 

JARL PERCY, president of the Displays ies , ; ; , 
Company, .. Se Veok City, yp Meet the keen competition in this market with. assurance. You, too, 
sccieaeaiiat silent. Teiies: diiaetaaads at the 4 can save Time, Money and Worry, as well as enjoy more sales and a 
preeeen Feane, AAS Ciepeaes GF ae se: bigger margin of profit by using Chicago’s Big Downtown Warehouse 
in simplifying your distribution problems in the Middle West. 


terests in that company and organized 
Carl Percy, Inc., New York, 1 will : , 
make store end vinden pond Tony HJ. Let us know your particular need. Write us now; we know how. 
. : Considerate—Efficient—Economical—Reliable. 

WIBEL, former secretary and art director 

of the Displays Company, has been made - 
president of that organization. Western Warehousing Company 

Polk Street Terminal : Pennsylvania System : Chicago 


Harrison 6350 Wilson V. Little, Supt. 


W. F. Ison, who has been with the 
Nunnally Company, confectioners, At- 
lanta, Ga., for a number of years, has 
been made wholesale sales manager of 
that company. 


ie | 


SIN 


The Woodstock 
Typewriter 


Have a letter written on 
any of the standard makes 
of typewriters. 


The Sales Managers’ Association of 
Philadelphia held their annual playday 
on May 15th at Whitemarsh, Pa. The 
program included a golf tournament, 
dinner, an entertainment by the Adel- 
phia quartette, and a talk by Ralph 
Bingham, a speaker of national repute. 


THOMAS J. THOMPSON, general sales 
manager of the Standard Oil Company 
of Indiana, Chicago, has been made a 
director of the company. 


E. L. KRUSE, a former representative 
of the National Cash Register Company 
in Indianapolis, was made general sales 
manager of the Capital Radio Supply 
Company of that city. Then have the same letter 


written on a Woodstock. 


C. K. WOODBRIDGE, sales manager of 
the Dictaphone, and president of the Na- 
tional Association of Office Appliance 
Manufacturers, has been elected presi- 
dent of the New York Advertising Club. 
Mr. Woodbridge is well known in sales 
and advertising circles. During the past 
three years, as head of the educational 
committee of the New York club he de- 
veloped a course in advertising for 
young men and women. 


Ask any competent critic 
to pick out the neatest 
letter. 

‘The reason is built in the 
machine. 


(Ask for demonstration) 


Woodstock 
Typewriter Co. 


33 North Dearborn Street 
Chicago, U.S. A. 


Harry A. Gruss, formerly connected 
with the Star Rubber Company, Oldfield 
Tire & Rubber Company and the Fire- 
stone Tire & Rubber Company in various : 
sales capacities, has been made assistant Lees 
general manager of The Victor Rubber 


Company, Springfield, Ohio. SNA 
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Every Worker a Salesman 
By Norval A. Hawkins 


Sales Counsel, General Motors Corporation, Detroit 


Mr. Hawkins has long preached the importance of the sales viewpoint throughout the organ- 
zation. His book “Certain Success” develops that point most emphatically. But seldom have we 
seen this point brought out more clearly than ina talk made by Mr. Hawkins before a recent 
meeting of the Society of Industrial Engineers, of which this article is an excerpt. 


se: THINK you need Sales Managers 
I to help you work out some of the 
problems of selling the ideas of 
Industrial Engineering more effectively. 

“Not only do you need Sales Managers 
but you need Salesmen. Every man con- 
nected with our respective organizations 
should be a salesman. 

“Since joining the General Motors Cor- 
poration I have been emphasizing to 
everybody with whom I have contact that 
they are all salesmen. Mr. Pierre duPont 
is our Salesman President. Mr. C. S. 
Mott is our Salesman Chief of Staff. Mr. 
C. F. Kettering is our Salesman Chief 
Engineer, and so on down the line even 
to the porter who cleans the halls of the 
General Motors Building. 

“IT am talking salesmanship in _ its 
broadest sense—I am talking the sales- 
manship of service. 

“Sales and Service are so closely linked 
that the first cannot succeed without the 
second. I say to all our salesmen, ‘You 
must be service men, every minute that 
you are selling. And I say to our 
service men, ‘You have an opportunity to 
be the very best salesmen in our entire 
organization.’ 


Every Workman a Salesman 


“The true salesman. is the man who 
injects real human interest into his job 
of serving his fellow men. I believe the 
best salesman we have is the workman 
who takes pride in his task and who 
builds that pride into our products. The 
salesmen who meet the public and get 
the orders are not nearly so important 
to the success of our business as the 
salesmen in overalls who really love 
their work. As a Sales Manager, give 
me 100% salesmanship in the factory, 
and my job in the field will be easy, for 
the best sales manager in the world can- 
not make a permanent success of market- 
ing a product indifferently manufactured 
by employees who have no pride in their 
work. 

“When you tackle a job of Industrial 
Engineering you should think of the 
workmen in the plant as your salesmen, 
and use sales management ideas to get 
them to pull with you in teamwork. Open 
their eyes and make them see beyond 
their machines, outside the factory to the 
customers who will use what they make. 
Get them interested in the people who 
will buy the product. It is human nature 
to do a better job when the man you are 
doing it for is standing at your elbow. 
You should make the workman feel the 
presence of the buyer right in the shop 
when the goods are being made. There 
is no better cure for inefficiency and in- 
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difference than arousing real heart inter- 
est in the work. 

“Extend the workman’s interest and 
broaden his perspective so that he will 
visualize the product in use and make 
him feel that his work is a part of the 
actual service to the user. Teach him 
to think of the customer as ‘his boss’— 
the man who actually meets the payroll. 
Personalize the things that are being 
made. Inject a touch of human interest 
by telling the workman that he is the 
company’s best salesman. Change his 
viewpoint by getting him to see things 
through a salesman’s eyes. If you suc- 
ceed in accomplishing this, the rest of 
your problem will be easy. 

“The ordinary workman is antagonistic 
to Industrial Engineering simply because 
he thinks you are making him work 
harder and thus earn more profits for 
his employer. As long as the workman 
regards you in that light, he will oppose 
your efforts to improve his efficiency. 
You can compel him to obey but unless 
he is sold on the idea, your plan will not 
prove permanently efficient. 

Steady Jobs Call for Steady Sales 

“Show him the direct relation between 
the sales of the company and his steady 
job. Point out that his only competitor 
is a similar employee in a competing 
shop. Point out to him how he can help 
himself by helping to sell the product 
through the care with which he makes 
it. Then and then only will he be in- 
spired by the enthusiasm of the true 
salesman. There isn’t any employee who 
works so hard for his employer as the 
true salesman. He does not watch the 
clock. He is tireless and he will fight for 
his concern as whole-heartedly as he 
would battle for himself. 

“The ordinary workman is not like 
that. It isn’t a matter of the money the 
two employees make. Plenty of work- 
men get as big pay checks as the sales- 
men of the house. The difference is in 
the viewpoint. 


“The salesman says, ‘WE’ when he 
refers to the company. The ordinary 
workman says, ‘They.’ As _ Industrial 


Engineers it is your duty to change the 
defiant ‘They’ into a co-operative ‘WE.’ 

“Similarly you need to change the 
language the employer uses. He must 
get the habit of thinking and saying 
‘We’ instead of ‘They.’ It will take a lot 
of sales management to get that idea 
across to the boss nowadays. You must 
train both Labor and Capital in sales- 
manship principles if your engineering 
job is to be of lasting benefit. 

“Sales Management is the answer. 

“T do not suggest Sales Management 
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as a substitute for Industrial Engineer- 
ing, but as a supplemental and necessary 
team work. Such a combination will 
enable you to do your work most effec- 
tively and permanently. 

“Sales Management will help to 
broaden your outlook. Professional men 
are apt to get into ruts. The salesman 
who succeeds is never narrow. Generally 
speaking the more broad-minded a sales- 
man is, the more successful he is. As 
Industrial Engineers your efficiency and 
progress will be largely determined by 
the breadth of vour vision. 

“There are no problems of life involv- 
ing relations between man and man, that 
salesmanship cannot aid in solving and 
salesmanship is made more effective by 
sales management. So I emphasize your 
need of knowing how to sell, and the 
correlated need for sales management 
in all your work. 

“Your motto then is ‘Service to In- 
dustry.’ Salesmanship and Sales Manage- 
ment are both dedicated to Service. You 
and I are brothers in purpose. We should 
not be merely distant relatives any 
longer, but should cultivate a feeling of 
sympathy, and get together in under- 
standing and pull together for the com- 
mon good of all the world.” 


Advertising Copy from Sales- 
man’s Experience 

The accomplishments of many sales- 
men would form the basis for some 
mighty fine copy. It is an open secret 
that many a merchant has gotten ideas 
from salesmen that have saved his busi- 
ness, or resulted in vastly increased 
sales. In fact many of the smaller mer- 
chants look upon some of the salesmen 
who call on them as a sort of foster 
father to the business. The facts these 
men could tell about their lines, and 
what they have done for their customers 
would furnish many a copyright with 
ideas for a whole series of full pages. 
Why not develop this source of adver- 
tising, for if properly used it can be 
given a double cutting edge that will open 
the way to much new business. 

“Enclosed find $3.00 for renewal of my 
subscription to ‘Sales Management.’ It 
has been of inestimable benefit to me in 
my work.’—R. H. Archibald, Tide Water 
Oil Sales Corporation. 


The manufacturers of electrical equip- 
ment will be interested to learn that a 
commission has been appointed to study 
the plan for installing an electric plant 
at Vodens, Macedonia, using the falls of 
the river Voda. 
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Dartnell Sales Analysis of the United States 


By Counties—Loose Leaf—1920 Census 


For the past five months the Dartnell Corporation has had several statisticians at work tabulating by 
counties vital statistics which a sales manager needs in order to accurately determine the potential 
buying power of any given territory or county. THE ONLY DATA AVAILABLE THAT GIVES 
THE FOLLOWING INFORMATION : 


Buying Power per Capita of Every County in the U. S. 
Drug Stores rated $1,000 and over in each county 

Grocery Stores rated $1,000 and over in each county 
Hardware Stores rated $1,000 and over in each county 
General and Dept. Stores rated $1,000 and over in each county 


In addition to this EXCLUSIVE INFORMATION this new Dartnell analysis also gives the following 
data, arranged by counties: 


Value of Manufactured Products by Counties Illiterate Population by Counties 
Value of Farm Products by Counties Total Population by Counties 
Rural Population by Counties Automobiles Owned in Each County 


All the information is taken from very latest available statistics, (in the case of manufactured prod- 
ucts these were compiled from photostatic copies of original documents of the Census Bureau). In 
addition to these county statistics this analysis includes the following general statistical data: 

Peak Seasons by Lines of Business 

Analysis of Auto Registrations for 1921 

New Sales Statistics on the Farm Market 

Distances Farmers Travel to Buy Goods 

Count of Cities According to Population by States 

Actual and Trading Population Cities Over 200,000 

Table Showing Mortality Rate by Lines of Business, etc. 


All this data is conveniently filed for quick reference use in a special letter-sized Malloy binder, 
indexed by means of leather tabs. A COMPLETE SET OF OUTLINE STATE MAPS SHOWING 
COUNTY DIVISIONS, IS INCLUDED FOR CHARTING SALES POSSIBILITIES. Full instruc- 
tions for using the maps and the statistics for quota and territory analysis work is included. 


Price Complete, Including Charting Maps, $15 on Approval 


THE DARTNELL CORPORATION, 1801 Leland Ave., Chicago 


Eastern Office: 342 Madison Avenue, New York 
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HE THOUGHT I WAS 


GERMAN 


AND WROTE 


“Change Your Name!” 


Guess what my answer was. 


Or rather don’t guess, but ask 
me for a copy of the letter I 
wrote him. 


It’s a peach of a letter, a “re- 
tort courteous” you'll enjoy 
reading and keeping. 


But don’t send for it unless 
you are interested in letters 
as a valuable means for sup- 
plementing the work of your 


salesmen. 
boned Jpudderhof 
Times Bldg. New York 


Handiest 
FILE ever 
devised 


Sales Managers 


| Particularly adapted for Sales Data. Gives 
you your facts and figures without waiting to 
have them brought to you. Your department, 
daily work and unfinished business within 
arm’s reach, always in good order and con- 
veniently accessible. Opens like a book, ex- 
posing every sheet, readable in the file if you 
wish. Automatic locking device for privacy. 


AUTOMATIC FILE & INDEX CO. 
W. 6th STREET GREEN BAY, WIS. 


Chicago Branch, 29 8S. La Salle St. 

Send for UTOMATic 
Folder 1003S 
General Catalog FIL ES 

7 I9¢ ae 
Ne. +e and Neu Opens like a book 
23S Desk Catalog 
CABINETS—DESKS 
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Women on the Sales Force 


(Continued from page 341) 


Now comes a woman who began in 
business with a great many limitations, 
and who has come to believe that the one 
way to obtain what you want, is to go 
after it. 

This woman is of the type resembling 
the self-made man who is proud and glad 
to say he is self- 
made. It is with 


pride for accom- 
plishment, rather 
than disagreeable 


ego, that this man 
speaks of the work 
he has done. In the 
same _ impersonal 
way does this wom- 
an go about her 
work. 

In her organiza- 
tion, she has no 
particular job. It 
isn’t the kind of 
concern which has 
duly betitled offic- 
ers, assistant offic- 
ers, and_ spécial 
duties assigned to 
each individual. 

The work which 
holds her biggest 


believes her job worthwhile, comes when 
the men from the road reach the office, 
and tell her how good it was to receive 
her letters, full of the news of the day, 
clippings, cartoons, and sparks of that 
rare sense of humor with which she is 
gifted. Not one of the letters they’ve 
received lacks it, 
and it makes the 
end of a long, hard 
day brighter and 
the outlook for the 
morrow all differ- 
ent. 

The kind of let- 
ters which the 
salesmen receive 
are not vastly dif- 
ferent from those 
sent to customers 
by this same per- 
son. Naturally the 
levity is left out. 

Each inquiry 
which comes to her 
for attention, each 
quotation request- 
ed, is answered in 
detail, just as the 
merchant from 
whom it is received 


interest, is the di- 
rection of advertis- 
ing and the editing 
of a house organ 
which goes to a 
class of readers 
who are difficult to 


Miss CAMILLA DONWORTH 


Motion picture advertising is another 
hard-to-sell proposition. Many a good 
salesman has fallen down sadly doing it. 
But Miss Donworth not only sells films 
but produces them, and has been highly 
successful doing it. 


would want it to be. 
It is her policy to 
make the first let- 
ter socomplete that 
a second is rarely 
necessary — and it 
is complete because 


handle. We say 

“difficult” advisedly, because they are 
people who, in large part, do little read- 
ing, and phen only what is thrust upon 
them. 

It’s her job, too, to keep up the morale 
of the balance of the sales force, with 
just as cheerful letters as she knows how 
to write. No matter what kind nor how 
deep the gloom which pervades her office, 
the salesmen must be kept in good 
spirits. 

The one way in which this woman re- 
ceives new stores of enthusiasm, and 


no time nor trouble 
is spared in securing the desired infor- 
mation. 

What has been said of these few 
women applies to all thoroughly-business 
women who have entered the sales field, 
with the idea of remaining there. With 
no more encouragement than is given to 
men, no added conveniences nor better 
hotel accommodations, they are satisfied 
to “go to it,” with a will. 

They can prove their argument; 
namely that it is ability, and merit only, 
for which they want recognition. 


Cobe Cuts 


Make Sales and Salesmen Hustle 
These peppy little cuts are texts for sermons or in- 
spiration for clever bulletins. Send for proof sheets. 
Open orders get prompt service — $1.25 each or $50.00 
for 50 cuts during the year. Also made for multigraph. 


COBE SERVICE 
30 North Michigan Avenue CHICAGO 


| 
' House Magazines 
5,000 for $190 


| We edit and print 
House 
MAGAZINES | 
| in three standard 
| sizes, and have basic 
prices in quantities || 
| from 1,000 to 25,000. || 
| A high-grade service | 
used by 30 different || 
Pocket-size, 3% x 6% COMpanies. No | 

| 


inches, cover in two salesmen; no con- || 
colors, individual tracts. Write for 
name, 12 pages of } 


reading matter by i 
William Feather. . * 

Your advertising The William | 
appears on cover Feather Co. 


| 
| 
| pages and on 4-page 
section in center. 611 Caxton Building 
Cleveland, O. 


samples. 
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We Have Hundreds of 


Salesmen Just as Good 


—hut read this letter 


If you need one or more salesmen, then read the letter from Mr. G. W. 
Fitzpatrick, Sales Manager, Free Sewing Machine Company, Rockford, Illinois. 
It will give you a good idea of what men with N.S. T. A. Training can accomplish 
on any sales force. 


Mr. Fitzpatrick states: “We have always been under the impression that it was 
necessary to hire at least thirty men to secure fifteen good ones. But so far, our 
average with the gentlemen you have sent us has been far better to date for out of 
the five salesmen sent us by you, they have all proven very satisfactory indeed.” 


In the files in our Employment Depart- 


“We are glad to advise you that the ment we have hundreds of similar letters 
gentlemen whom you have recommended | that prove the superiority of the TRAINED 
to us are living up to all your expecta- mn | ; +e t]} 7 > hs Ms } 
pretense etl nl nein gi soning salesman over the man who has nothing but 
five salesmen which you have sent us native ability to offer. 


and there is no question in our minds but 
what all five of these gentlemen will 


The executives in our Employment De- 
produce in fine shape. 


partment, all former Sales Managers of many 


“We have always been under the im- | vears experience, never recommend a sales- 
pression that it was necessary to hire at ent f : a] “4: hat ] . fi | 
least thirty men to secure fifteen good man for a Sales position that he is not fittec 
ones, but so far our average with the for. Our students are all studied carefully 
gentlemen you have sent us has been far | from a vocational standpoint. We know their 
better to date, for out of the five sales- 4 1 incli : and thev have 
men sent us by you they have proven temperaments and inclinations and they have 
satisfactory indeed. to satisfy the Association that they have thor- 
_“We want you to know that we appre- oughly mastered the fundamental principles 
ciate the interest and effort you have of Salesmanship before we recommend them 


given us in securing these salesmen for 


this Organization, and we only hope we 
may have the opportunity some time of 
reciprocating.” 
(Signed) G. W. Fitzpatrick, 
Sales Manager, 
Free Sewing Machine Company. 


to any Sales Manager needing salesmen. 


This service is absolutely FREE, both to 
the employer and to our students. We are 
recompensed only by the splendid publicity 
we receive through the records made by 


N.S. T. A. Members. 


No matter how many salesmen you may need—one or fifty—we can quickly 
place you in touch with the right type of men to handle your proposition. You 
are not even obliged to hire the men we place you in touch with—but the chances 
are, you will find them in every respect as good as the salesmen we recommended 
to Mr. G. W. Fitzpatrick, and to hundreds of other Sales Managers who are 
highly enthusiastic about our Members. 


We are anxious to serve you and would suggest that you write us fully in 
regard to your needs and your proposition. Give us all the details you feel we 
ought to have, and rest assured of our earnest co-operation. Address. 


Address Employers’ Service Department 


National Salesmen’s ‘Training Association 


53 West Jackson Boulevard, Chicago, Illinois 


ry 
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As the Hairy Ape 
Would Say 


Donovan, Studebaker § sales 
manager at Boston, lost a recent sales 
contest to Edward J. Murnane, the 
Cleveland manager, and carried a broom 
west to pay the penalty by sweeping out 
the Cleveland offices, to the music of 
the Studebaker band. That’s carrying 
the thing too far! 


Joseph 


W. L. Ingerick, of The Carbon Fuel 
Co., won the cut glass fly swatter when 
he told about a young man, soliciting 
subscriptions, who was greeted in one 
office with— 

“Get out of here and shut the door.” 

The young man bowed himself out. “I 
thank you for your two orders,” he said. 

“Come back here,” roared the busi- 
ness man. “I gave you no orders.” 

“Oh, yes, you did,” replied the sales- 
man. 

“What were they?” asked the other. 

“Get out of here and shut the door.” 
And the young man sold two real orders 
before he left. 


Eugene Whitmore has_ considerable 
respect for the “Verbatim sales talk.” 
He tried it once in his selling days and 
although he came back without an order, 
he says the reason was that the buyer 
did not know his part! 


Earl V. Stevenson of the Ed. V. Price 
Co. tells about one of their travelers 
in Kentucky who told a story the other 
day that was rather illustrious of, and 
is pretty true to life. While he was in 
the store, gents furnishing store, a darky 
came in and said: “Boss, I want to pay 
a little on that stuff you have got for 
me.” This was in the morning. In the 
afternoon he came in again and said he 
had a couple more dollars to put down. 
The merchant said—‘Business must be 
good with you, Sam,” but said Sam— 
“No, Boss, I am just working faster.” 

—E.H.S 


Your Salesmen Do 
Not LIE—Prove It! 


SALES arguments of sincere sales- 
“men are often taken with “a grain of 
salt."". Hard shell prospects want proof. 
You could stamp out suspicion, create con- 
fidence and get the order in many cases if 
your salesmen were equipped to show “‘tes- 
timonial” letters received from pleased cus- 
tomers or “‘prestige” orders from big buyers. 


W hy not place power behind the 
“testimonials” reposing in your files. We 
make photographic copies of anything print- 
ed, written or drawn. Letters contracts, 
maps, plans, etc., made without the use of 
glass plates, expensive cuts or set ups. In- 
expensive. Accurate. Positive proof. 


WRITE FOR SAMPLE 


Send a fresh testimonial to your sales- 
men regularly and notice the effect on 
their morale. Nothing refires the en- 
thusiasm of a salesman like praise 
made public. Let us send you samples 
and prices. 


Ajax Photo Print Company 
35 West Adams Street, CHICAGO, ILL. 
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Personal Service and Supplies 


Rates: 25c a line of seven words; minimum $2.00. 


SALES EXECUTIVES AVAILABLE 


For the best of reasons the assistant 
general sales manager of the largest 
concern of its kind in the building supply 
industry is seeking a change. Thoroughly 
familiar with trade conditions in this 
field. Experienced as a salesman, field 
supervisor and sales manager. Would 
like to affiliate with some large organiza- 
tion in allied field in the capacity of 
sales manager or assistant general man- 
ager. Box 648, Sales Management, 1801 
Leland Ave., Chicago. 


High class executive at present em- 
ployed as southern sales manager for 
large eastern corporation anticipates 
making a change in order to locate in 
north. Has personally covered each state, 
also Canada. Formerly sales manager 
New York, New England and Central 
States. Age: 39. Can show proof of 
resourcefulness and exceptional results. 
Box 641, Sales Management, 1801 Leland 
Ave., Chicago. 


Sales Manager of large chemical organ- 
ization would like to discuss with some 
manufacturer a position as sales mana- 
ger. My success in present work is indi- 
cative of what I can do in increasing 
sales and in handling merchandising 
campaigns. Particularly successful in the 
management of branches. Box 645, Sales 
Management, 1801 Leland Ave., Chicago. 


TOLEDO, OHIO | 


THE TOLEDO TERMINAL 
WAREHOUSE COMPANY 
928-930 George St., Toledo, Ohio 
STORAGE OF MERCHANDISE 
Special Attention to Pool Car Distribution 


BINDERS FOR 
SALES MANAGEMENT 
$1.25 POSTPAID 


The Dartnell Corporation 
1801 Leland Ave. Chicago 


Direct Mail Advertising 


Reduces cost of selling. 


POSTAGE MAGAZINE, published monthly, 
tells how to write Sales-Producing Letters, 
Circulars, Booklets, House Magazines. Current 
copy 25c. Send $2.00 for 12 months’ subscription. 


POSTAGE, 18 East 18th St., New York 


Handy Expense Books 


For Traveling Salesmen 


Save time and troub'» for and booh- 
they Fe all carrying 
the possibility of error. 


accoun*s. 
100—$ 3. 00 charges paid 
500— 13.75 f. 0, b. Richmond 
1000— 25.00 


GARRETT 7.8 Massie, tn inc., Publishers 
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SALESMEN WANTED 
YOUR OPPORTUNITY! Large manu- 


facturer of new, novel, guaranteed gas 
lighter, having strong appeal, will make 
unusually attractive proposition to a few 
selected salesmen, without interfering 
with present duties. Packed in eye- 
catching counter display cartons. Very 
large margin of profit available for 
salesmen. Similar goods do not compare. 
Instantly recognized by trade as quick 
seller. Write fully, confidentially. Box 
644, Sales Management, 1801 Leland Ave., 
Chicago. 


Sales Executive 


With extensive and successful rec- 
ord now open for a change. At 
present engaged as District Sales 
Manager. Broad and countrywide 
experience with the industrial, rail- 
road and jobbing phases of mer- 
chandizing. As graduate engineer 
is fully conversant by unusual ex- 
perience with mechanical and elec- 
trical material. A hard worker with 
initiative, personality, executive 
ability, and judgment. Box 642, 
Sales Management, 1801 Leland 
Ave., Chicago. 


| European Plan - 600 Rooms - 600 Baths | 
| $2.50 up, Single $4.50 up, Double | 
Agent’s Sample Rooms $5.00 per day 


Nstieaniiie In Detroit For 
Old Colony Club 
Detroit Automobile Club 
Motion Piéture Exhibitor's Ass’n 


LARGE INFORMATION 
RACK IN WRITING ROOM 


Circulars on Request 


| Gable d’Hote $1.00 - $1.50 
Business WCen’s Luncheon 75c 


HOTEL TULLER | 
| DETROIT MICHIGAN | / 


| Cafe a la Carte Onfitute Men's Grille 
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